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“We believe tomatoes are here 
stay.” says the Rio Grande Val- 
( jup. ; 

H about spinach? 


a 
AA says editorially that new 
ivertisers shouldn’t be pushed 


o fast into heavy advertising ex- 
enditures. As long as paper stays 
the way it is, they won’t be. 


oe eS 


“Reynolds releases foil for 
garets.’—Headline in ADVERTIS- 
ING AGE. 3 
The best one at present is a 
ouch full of Prince Albert or Bull 
Durham. 


v v v 
Money programs hurt radio, a 
esearch report says, and it looks 
s if there may be some unfeeling 
uls who are perfectly willing to 
hoot Santa Claus. 


YY  ¥ 


Lewis & Conger’s prize contest 


promote safety in the home 
proves once more that while a 
man’s house may be his castle, it 


is also likely to be a booby trap. 


= ¥ 


“SON, MONEY CAVNGT BUY THESE WOKDS BLT IT CAN 


bETEND THEME 


PRICELESS HERITAGE—To support 


| the 6th War Loan drive, Electric Auto- | 


| Lite Co., Toledo, is placing this full- 
| page appeal to civilians in several na- 
tional magazines. 


| 


Legion Launches 
Publicity Drive 
to Aid Veterans 


Ex-Soldier Group 
Would Assume Job 
of Ad Council 


Ken Beirn says that 1932 “was a | 


good year to rub Yale 
lar.” 

It doesn’t rub off Harvard men 
juite so easily. 


off your 


= = 


The election polls all predicted 


i close presidential race, and it’s | 


he customary 8 to 5 their spon- 
ors will all be able to demonstrate 
How uncannily accurate they were. 


- = 


“Is there too much news in the 
vorld today?” asks Newsweek. 
Maybe so, but we can take a lot 
1 it, as long as it’s good. 


~ 2 


no such thing as bad 
y. Ever since that unfa- 
voral review of “The Advertis- 


Png Smoke Screen” appeared in 


ADVE \IsING AGE, readers have 

meen a king where they can buy it. 
v v 

A of people seeking agency 


‘ions emphasize the mar- 
mily man angle. That’s 


init to the indispensable 
r panel. 
v v v 


ised to say there’s nothing | 


yesterday’s newspaper, 
modern version is that 
thing quite so dead as a 
poster the day after elec- | 


v,vy 
uy carloads of awful 
stuff to help you write 


py,” 
Inc. 
» that much bad 


explains Distillation 
adver- 
v v v 
Motley says an Episco- 
ust a Catholic who has 
Republican. There’s an 


the 1948 campaign com- 


Copy Cus. 


nt these days—it adds one | 


New York, Nov. 8.—‘It is my 
hope that the War Advertising 
Council will be replaced by the 
Veteran’s Advertising Council,” 
Edward N. Scheiberling, Albany, 
national commander of the Amer- 
ican Legion, said today, in a talk 
| before a joint meeting of the Ad- 
vertising Club of New York and 
| Advertising Men’s Post, No. 209, of 
| the Legion. 
| “Such a 
| government, industry and all con- 
cerned with the mobilization for 
peace,” he declared, ‘could add 
|another brilliant chapter to the 
| wartime laurels already won by 
| Sdivertising. The American Legion 
|not only would be happy to give 
full cooperation, but would also 
feel that such support of its activi- 
| ties would bring nearer the day 
| when we are rnobilized for peace.” 


| The Legion’s committee on 
| postwar 4.merica, headed by Louis 
Johnson; former assistant secre- 


| tary of war, Mr. Scheiberling said, 

has studied and reported on such 
problems as postwar employment 
|and federal taxes, reduction of 
| wartime controls on business, and 
aid to small business. 


Questions Future Support 


| He praised the war work of the 
| War Advertising Council, 
| asked: “What about the future? 
Will postwar and peacetime adver- 
(Continued on Page 60) 


We Still Have... 


a job to be done. 


See 


Editorials, Page 12. 

Other features: 
Feature Page . 37 
Getting Personal 40 
Information for Advertisers 12 
In Washington 38 
Obituaries 59 
Photographic Review 63 
Postwar Planning 46 
Private Lines 24 


Rough Proofs | 
Voice of the Advertiser 42 


Bureau Outlines 


| 


$1,000,000 Plan 


fo Newspapers 


Sales, Advertising 
and Research Work 
Will Be Expanded 


New York, Nov. 9.—The Bureau 


of Advertising, American News- 
paper Publishers Association, sent 
to every daily newspaper in the 
United States this week plans for 
expanding its budget from the 
present $400,000 to $1,000,000 a 
year, effective March 1, 1945. 

A report signed by Roy D. 


| Moore of Brush-Moore Newspap- 


ers, chairman, 
Chandler 


and William G. 
of Scripps - Howard 


| Newspapers, vice-chairman of the 


| brochure 


committee in charge of the bureau, 
outlined the plan and asked the 
publishers for their acceptance or 
disapproval of it. With it went a 
prepared by the sales 
committee provided for in the pro- 
gram, on the proposed operation 
and objectives of the enlarged 
sales division. 

“We draw your particular atten- 
tion,’”’ Mr. Moore and Mr. Chandler 
said, “to the provision for a retail 
advertising division to work under 
a committee whose personnel will 
be immediately impressive. It 
seems to all who have studied and 
prepared the plan that this is a 
most timely feature, especially in 
view of the threatened competition 
of radio in the retail field.” 


Would Get $100,000 Budget 


Budget for the retail advertising 
department would be 16 2-3% of 
all dues beyond the present $400,- 


| 000, or about $100,000. 


group, working with | 


Emphasizing that “competing 


|media are already laying substan- 


ithat the plan 


tial plans for enlarging their post- 
war operations,’ the report says 
would meet such 


|competition “realistically in an ag- 


gressive manner. The plan has 


|been conceived in the interest of 


but | 


(Continued on Page 60) 
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| tight en Old Gold! 


Apple Honey helps guord O.Gs. 
from Cigarette Dryness 


| 
| 
| 
| 


| 80 om ere 


| CHANGES COPY —The familiar 
‘freshness’ theme is replaced by a 
new “irritation'’ approach in news- 
paper ads for Old Gold cigarets (AA, 
Nov. 6). Lennen & Mitchell, New 
York, handles the P. Lorillard & Co. 


account. 


Treasury Wartime 


‘Reasonable’ Ad 
Edict on Way Out 


Washington, Nov. 9.—As indus- 
| try prepares to enter the competi- 
tive sales market again, the war- 
time headache created by uncer- 
tainty over the Bureau of Internal 
Revenue’s attitude toward institu- 
tional advertising will become a 
memory. 

Once advertising is devoted to 
sales, officials of the Bureau say 
ithe unusual condition created by 
“war advertising” will disappear, 
and industry can once more be 
assured that promotion material 
|designed to gain customers will 
|automatically pass as legitimate 
| business expense, deductible 
tax purposes. 

During the war, the depart- 
ment’s attitude toward institu- 
tional copy has been a subject of 
continuous discussion, for there 

(Continued on Page 61) 


Last Minute News Flashes 


Shinola Begins Big New Campaign 
New York, Nov. 10.—Best Foods, Inc., for Shinola shoe polishes} were too low for Mr. Roosevelt 
this week will start black and white one-column ads in 10 magazines, 


and varying small-size ads in five farm publications. 


will run through April. 


ton & Bowles. 


The campaign 


Also planned is color comic strip advertising 
in the Metropolitan Group of 28 Sunday newspapers. 


Agency is Ben- 


N. Y. Life to Launch 100th Anniversary Copy 


New York, Nov. 10.—New York Life Insurance Company will launch 


a magazine campaign early next year for its 100th anniversary. 


The 


company has done no magazine advertising except in farm publica- 


tions since shortly before Pearl Harbor. 


Space limitations permitting, 


Collier’s, The Saturday Evening Post, and other general magazines 
will be used. Compton Advertising is the agency 


Washington, Nov. 10. 


for beverage purposes. 


Second Liquor Holiday Set for January 
WPB today agreed to a second holiday for 
alcohol manufacturers in January to permit distilling of neutral 


pirit 


Army Halts All WAC Advertising 


Washington, Nov. 10. 
Wac recruitment advertising, “at 
listments have reached a 
$2,000,000 of $5,000,000 appro} 
July 1 was used up to Oct. 31 


The War Department |} 


nonthly quota 
yriated 


is discontinued all 


MacKenzie Takes JWT Media Post in Detroit 


Detroit, Nov. 10.—I. H 


Sunday Newspapers, Detroit, and before that wit! 


Detroit media director for J 
media director of J. Walter Thomp 


MacKenzie, 


son Company’ 


hé 
least for the present,’ because en- 
level of 4,000. Less than 
for the fiscal year started last 
formerly with Metropolita 
Biow Con pany ind 
Stirling Getchell, Inc., has been named 


office here 


Pollsters Taking 
Bows for Accuracy 
in Election Count 


State Percentages 
Off More Than 


National Figures 


Chicago, Nov. 9.—On the basis 
of latest tabulations available at 
noon today, political pollsters did 
a remarkably accurate job of pre- 
|dicting the percentage of votes to 
be garnered by the two major 
Presidential candidates, but mar- 
| ket research men eyeing the fig- 
|ures for individual states were 
'unable to agree entirely as to 
whether the results indicated a 
complete victory for the opinion- 
getting techniques, or whether 
additional refinements might be 
necessary. 

In the national count the figures 
showed the following: 


% Vote 

for Roosevelt 

Gallup prediction ..... 
Crossley prediction .... 52 
Roper prediction 
Actual returns ........ 
These percentages are so close 
that no market researcher would 
hail them as anything less than 
remarkable. However, an analy- 
sis of state - by - state predictions 
reveals much wider deviations 
from the results for Gallup, who 
published percentage figures for 
each state, and for Crossley, who 
published percentage figures only 
for those states which he consid- 
ered as not definitely in the bag 


for one candidate or the other. 
Gallup figures did not include 
service votes. Crossley figures 
were adjusted for this factor. 


Roper made no state-by-state pre- 
dictions. 


for | 


Figures Are Compared 


| A state-by-state breakdown of 
| these forecasts, together with the 
| actual vote cast, appears on Page 
2 of this issue. Market research 
authorities marvel at the closeness 
with which Gallup and Crossley 
determined the percentage of votes 
|to be cast for the candidates in 
|many states, but also raised the 
| point that in a large majority of 
| instances, the state percentages 


and too high for Dewey, with the 
result that the number of elec- 
toral votes to be cast for each can- 
didate differed materially from the 
pollsters’ predictions. The Gallup 
poll gave Mr. Roosevelt too smal! 
a percentage of the vote in 33 
states, including several states in 


which Dewey won; it hit the 
state’s vote within less than one 
percentage point in eight states, 


and in the remaining seven states 
it gave Mr. Roosevelt higher per- 
centages than he polled. 


The Crossley poll underesti- 
mated Mr. Roosevelt's percentage 
in 14 of the 23 states it showed, 
and came within less than one 
percentage point hitting the 
result in the other nine states 


Validity of Polls Proved 
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2% 
the various economic and age 
groups. 


From the standpoint of statisti- 
cal method, however, the consen- 
sus was that opinion polls have 
definitely proved their validity— 
even beyond the “three or four 
percentage points of normal error” 
which they usually claim. The 
only sour note in the chorus of 
commendation for the pollsters 
came from one market research 
authority who said: 

“If Mr. Gallup predicts that 
Dewey will get 51% of the vote 
in Illinois, and the returns show 
that Mr. Roosevelt carried that 
state with 51.8% of the actual 
vote, is Mr. Gallup’s prediction off 
2.8 percentage points, or is it off 
100 per cent?” 


POLLSTERS SEE NEED FOR 
REDUCING COSTS 


New York, Nov. 9.—If private 
enterprise can’t find a way to 
lower the costs of distribution, 
some other way—consumer coop- 
erative, for example — will be 
found, Elmo Roper told the New 
York chapter of American Mar- 
keting Association today. 

The meeting was intended to be 
a post-mortem of and by three 


election pollsters — Mr. . Roper, 
George Gallup and Archibald 
Crossley — but Mr. Roper thrust 
this sober note in it, and Mr. Gal- 
lup, who followed him, concurred. 
Mr. Crossley, the first speaker, 
stuck to polls. 

Public opinion research, Mr. 
Roper added, can help to find that 
better way.«Itecan glso make the 
common man more articulate, and 
can help to,fight bigotry by using 


the findings to educate the people | 


and to .show that their fears of 
minority groups are unnecessary. 

Mr. Crossley estimated the pop- 
ular vote, when completed, will 
be 53.2% for Mr. Roosevelt, and 
said that a shift of 300,000 might 
have changed the result. 

Dr. Gallup said that “more states 
were near the 50-50 line in popu- 
lar vote than in any other elec- 
tion since the Civil War.” Citing 
his own recent experiences in 
small towns in Maine and Iowa, 
he said that “no researcher should 
hold his job without spending at 
least four weeks a year in the 
field.” 

The voting differences between 
urban and rural areas, between 
different groups and classes, and 
between different sections of the 


country, Dr. Gallup said, were less 
this year than in any year since 
1932. 


‘Chicago Sun’ Ordered 
to Cut Paper Usage 


WPB’s compliance division to- 
day ordered the Chicago Sun to 
make good 886.89 tons of news- 
print which the paper allegedly 
used beyond its quota during the 
second quarter of 1944. 

Reflecting determination on the 
part of the Newspaper Industry 
Advisory Committee to keep pub- 


|lishers within their quotas, the 


action is the largest newsprint 
compliance order since paper re- 
strictions went into effect. The 
Sun must reduce paper usage 197 
tons in November and December; 
295.64 tons during each of the first 
two quarters of 1945 and 98.54 
tons during the third quarter. 


Barr Named V.P. 


Ruth V. Barr, vice-president of 
Russell T. Gray, Inc., Chicago, in- 
dustrial agency, has been named 
second vice-president of the Chi- 
cago Federated Advertising Club. 


33 Counties Surrounding 
Indianapolis, Dominated by 
The NEWS... contain one 
and a quarter MILLION 
HOOSIERS who have an 
effective buying income of 


— in the classrooms. 


—“cause it said so 


in THE NEWS!” 


Yes, momentous questions are settled by The NEWS — 
not only in the council chambers but on the playgrounds 
You see, their fathers and their 
fathers’ fathers read The NEWS — and they began read- 
ing it, and depending upon it, as children. Hoosier youth 
of today find in its columns the improvements on the new 


Mustang P-51 fighter — milady of twelve years chooses 


her new winter outfit with mother’s help — Jack turns to 


the sports page and then to ‘Buck Rogers’’ — while Edith 


(when dad’s through with the paper) snips out a clipping 


to prove a point in her history class tomorrow. 


Is it any wonder that your advertising in the Great Hoosier 
Daily PULLS? They, the Hoosiers in the East-North Cen- 
tral’s Richest Market, read The NEWS from the time they 


| South Dakota ....... 


| System and its associates, includ- 


Advertising Age, November 1944 


Percentage of Total Vote for Roose ¢} 


ACTUAL 
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(As of noon, November 9) 
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51 50 
47 48 
51.5 52 


*States counting servicemen’s votes after election day. . 
Note: Crossley made no percentage predictions in states which he 
considered “sure” for either candidate. 


WPB Phone Order 
Gives Only Small 
Relief, Ads Say 


New York, Nov. 9.—The Bell 


ing the New York Telephone Com- 
pany, are using space in dailies 
and weeklies to explain to wait- 
ing subscribers the significance of 
a recent WPB order authorizing 
limited production and allocation 
of new instruments, warning at 
the same time that, Curing recon- 
version, “the demand for home 
telephone service may take longer 
to fill than the demand for many 
manufactured products.” 

Ads appearing in New York 
City and upstate dailies point out 
that there are now more than 
190,000 families on the waiting | 
lists of the New York Telephone 
Company. Of these, 55,000 live 
in “switchboard areas,’ where | 
service could be installed immedi- | 
ately “ if we had telephone instru- | 
ments.” The remainder lives in 
areas where there is a shortage 


up this year throughout the coun- 
try some 20% over normal peace- 
time volume. 

Batten, Barton, Durstine & Os- 
born is the agency for the New 
York Telephone Company. N. W 
Ayer & Son handles the Bell Sys- 
tem account for AT&T. 


Mangan & Eckland Form 
Pubicity, Design Firm 

James T. Mangan and Everett B. 
Eckland have formed the Chicago 
industrial design and public rela- 
tions organization of Mangan & 
Eckland with offices in the Board 
of Trade building. 

Both men were previously con- 
nected with Mills Industries, Chi 
cago, Mr. Mangan as director 01 
advertising, merchandising an@ 
public relations and Mr. Eci\and 
as chief industrial designer. 


; a= 
Greenwich. Con. 


LEADS 
THE NATION IN 
AUTOMOTIVE SALES 


over are learning to read. That’s why your message in The | both of instruments and of yo per capita 
1,25 ' |'boards and central office equip- | :, . 
$1,250,000,000.00 NEWS will bring results! moony | ain wick 


The recent WPB order, accord- 
ing to telephone officials here, 
gives hope that “we can begin | 


| reaching subscribers in the New 
Th € | N p | A N A p 0 [ | S N | York switchboard areas sometime | 
| next spring.” The same is said to | 


hold true generally in other simi- 
The Guat Hoosier Daly, Alone, Docs he Job 


Conn. STm 
New. Eng. $67 


lar areas over the country. Where 

new central office equipment is re- 

| quired, it is said, the delays may | 
run into many months. 

Allied victories in Europe, in 

| addition to the WPB order, have 

caused a sharp increase in requests 

for service, phone officials say. Ads 

appearing here and_ elsewhere 

stress the point that installation of 

: new phone equipment requires 

he. much more time than distribution 

of products from an assembly line. 

To answer these and other ques- 

tions from would-be subscribers, | 

ai advertising linage has been stepped 


Greenwich is FIRST all the V 
FIRST in per capita Income 
FIRST in per capita Retail 
FIRST in per capita Apparel 
FIRST in per capita Food 5 


This “A” Market Deser 
An “A” Schedule 


GREENWICH T! 


AN A. B. C. NEWSPAP! 

Often called “‘The Best Subur! 
Newspaper In America 
Nationally Represented | 

SMALL, BREWER & KENT 
250 Park Ave., New Yo! 
Phone Wickersham 2-835 


DAN A. CARROLL. 110 E. 42nd St., New York 17 


FIRST in daily circulation . . . FIRST in advertising 


f J. E. LUTZ, Tribune Tower, Chicago 11 
linage .. . FIRST in the Hearts of Hoosierdom JOS. F. BREEZE, Advertising Direstor 
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Americans Chose for these Important 
Anti-crime Messages to the Nation 


KLIN D. ROOSEVELT 
em Go Straight! 


| (DGAR HOOVER 


F.B.I.—Law Enforce- 
The March 
OH. LA GUARDIA 
lur Nation’s Future 
VALENTINE 
mmissioner of New 
ouse Our Citizens! 
‘McNUTT 
he Sentencing Power! 
R ELBERT D. THOMAS 
lave A United Nations 


HOWLAND SHAW 
Secretary of State— 
card Against Juvenile 


/MIRAL RICHARD E. BYRD 
~What Is Your 


Rie 3 oe st {FT R. 


x # ; Fd 
“Eh, a 2 a 


HESE are important men; these are important statements from 

them. We wished we had the space to include additional state- 
ments of men equally well-known in their field ...as well as the 
space to amplify the impact of these statements on the civic and 
legislative life of hundreds of American cities. We do have abundant 
evidence of the influence of True Detective and Master Detective 
on the important men and women they serve—influence that is an 
inseparable part of the advertiser’s franchise in these magazines 
of the Macfadden Men’s Group. 


9. GOVERNOR HARRY F. KELLY 
Don’t Let Them Down 


10. GOVERNOR JOSEPH B. ELY 
Justice With Mercy 


11. SENATOR HARRY F. BYRD 
It Must Stop 


12. HON. MAURY MAVERICK 
Prison Production For Victory 


13. GOVERNOR FRANK F. MERRIAM 
Unite All Forces to Smash Crime! 


14. GOVERNOR HENRY HORNER 
Make The Criminal Pay! 


15. ELMER LINCOLN IREY 
as Chief Coordinator of Treasury 
Law Enforcement Agencies— 


You Pay As You Go 


16. WARDEN JAMES B. HOLOHAN 
Are Prisons Changing? 


17. MAYOR ANTON J. CERMAK 
I Tell The Truth About My City 


18. GOVERNOR CLARENCE D. MARTIN 
Start At The Source! 


19. GOVERNOR CHARLES H. MARTIN 
Do Not Compromise With Crime! 


20. GOVERNOR JAMES V. ALLRED 
Give Crime A New Deal 


21. GOVERNOR WILLIAM H. MURRAY 


Home-Spun Methods To Correct 
New-Fangled Crime 


=. =. al 


JEN | MEN’ S GROUP 
UL.it 


AEASURE OF A MAGAZINE’S WORTH 


22. SENATOR ROBERT R. REYNOLDS 
Hitler, The World’s Worst 


Criminal 


23. SENATOR CLAUDE PEPPER 
Disarm Our Criminals—The 
United States Asks A Question 


24. SENATOR STYLES BRIDGES 
Everybody Should Be Finger- 
printed 

25. SENATOR MILLARD E. TYDINGS 
Here Is The Answer! 


26. SENATOR ARTHUR CAPPER 
Disarm The Criminal! 


27. SENATOR JAMES J. DAVIS 
Safeguard Youth 


28. GOVERNOR ALBERT C. RITCHIE 
Why Is Crime Rampant In The 
United States? 


29. WARDEN LEWIS E. LAWES 

Why Capital Punishment? 

30. EDWARD P. MULROONEY 

Prevention First 

31. SENATOR RALPH A. BREWSTER 

Give Them A Chance 

32. GOVERNOR HENRY F. SCHRICKER 

Protect the American Way of Life 

33. FERNAND DUFRESNE 

as Director of Police, Montreal, 

Canada— Politics And The Police 

34. WILLIAM McCRAW 

Attorney General, State of Texas 
Public Opinion vs. Publi 

Enemies 


ITS HOLD ON 


ITS READERS AND 


35. POLICE COMMISSIONER JOSEPH 
F. TIMULTY—Stop Sex Crimes 


36. GOVERNOR LESLIE A. MILLER 
Crime Can Be Controlled 


37. GOVERNOR A. B. CHANDLER 
Stop Favoritism! 


38. GOVERNOR CLYDE L. HERRING 
Iowa’s Program For Crime Pre- 
vention 

39. GOVERNOR CARL E. BAILEY 
Arkansas Mobilized 


40. GOVERNOR B. M. MILLER 
The Encouragement of Hope 


41. GOVERNOR GEORGE WHITE 
Our ‘*‘New Justice’ 


42. GOVERNOR DAVID SHOLTZ 
Abolish The Chain Gangs! 


43. KILDROY P. ALDRICH 
as Chief Inspector of U.S. Post 
Office—No Chance For Crooks 


44. SENATOR WARREN R. AUSTIN 
Unmask The Enemy Within 


45. SENATOR ALEXANDER WILEY 
Smash The International Thug 


46. SENATOR OTIS F. GLENN 
Confiscate The Profits Of Crime 
47. SENATOR WILLIAM H. KING 
Why This Lawlessness? 


48. REP. LUTHER A. JOHNSON 
Cwilization vs. Gangsterism 


49. REP. CLIFTON A. WOODRUM 
Put Only Americans On Guard 


50. REP. JENNINGS RANDOLPH 
The F.B.I. Deserves Support 


51. REP. KENT E. KELLER 
Our National Hangover 


52. REP. MAURICE H. THATCHER 
Protect The Home 


53. WILLIAM COPELAND DODGE 
The Criminal! Can He Be 
Stopped? 


54. CHIEF JUSTICE RICHARD BREVARD 
RUSSELL, SR. — Help Pin m To 
Become Good Cit 


55. ATTY. GEN. JOSEPH E. WARNER 
Massachusetts Declares War’! 


56. REP. HATTON W. SUMNERS 
The Lindbergh Kidnapping 1 
The Last Straw! 


TRUE DETECTIVE 


MASTER DETECTIVE 
ITS VALUE TO SOCIETY 
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Grady and Smith 
Will Address ANA 


Henry F. Grady, president of 
American President Lines, and 
Ben Smith, chairman of the British 
Supply Council in North America, 
will address a business dinner on 
Thursday to be held in connection 
with the annual meeting of the 


Association of National Adver- 
tisers at Hotel Biltmore, New 
York, Nov. 15-17. 


Dr. Grady, who is chairman of 
the American delegates to the In- 
ternational Business Conference at 


| Rye, N. Y., next week, will speak 
lon “International Collaboration 
After the War,’ and Mr. Smith 
will discuss “Great Britain’s Post- 
war Job. ’ 


“Buffalo Evening News’ 
‘Won't Join Network 


The Buffalo Evening News says 
that it is not a member of the pro- 


posed newspaper network (AA, 
Nov. 6), and does not intend to 


| become one. The News was rep- 


| paper executives on the plan. 


ACA Makes Annual 


Awards; Stephenson 
Elected President 


‘ley, advertising manager of Cana- 
| dian 
/resented at one meeting of news-| was named as the gold medal win- 
ner at the presentation of annual 


here tonight. 


companies, agencies 


Toronto, Nov. 10.—B. W. Keight- 


Industries Ltd., Montreal, 


dian advertising. 


from throughout the Dominion. 

Mr. Keightley, a past president | advertising this vear ‘ 
of the ACA and chairman of its/g Pst sar cosines of ee 
postwar planning committee, was|/and has been a director 
awarded the 1944 gold medal for | - BS Serna: 
his distinguished service to Cana- 
In addition, 


Advertising Age, November 1944 


advertising awards by the Asso-|three silver medals were 
ciation of Canadian ee | 


The presentation, made by ACA | 
President R. L. Sperber, climaxed | 
the association’s three-day 30th) 
annual meeting, which was at-| Peet Company Ltd., Toro: 
tended by executives of leading| named as winner of the o 
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in Railway Service 


New ideas . . . new designs . . . new standards of service 
... are “sizzling on the fire” of railway and railway sup- 
ply industry planning for the post-war future. Every 
railroad in the country is sold on the vital importance 
of modernization and replacement of equipment and 
facilities on a large scale. 


During the war, restrictions on materials have held up 
a large volume of essential railway improvement and 
maintenance work. About one third of the freight cars 
and one half of the passenger cars are over 25 years old. 
Some 60 per cent of the locomotive inventory is over 25 
years old. Faced with this condition of equipment, plus 
the fact that all equipment as well as track and struc- 
tures have been strained to the utmost during the war 
years. the railroads are keenly aware that their most 
pressing problem is to rebuild their plant. 


They will have ample funds with which to initiate large 
purchases. Railway buying from manufacturers is ex- 
pected to total two billion dollars annually during the 
first five years after the war. 


Now is the time to build a strong sales position in this 
basic market. Your direct routes of sales approach are 
the four Simmons-Boardman railway publications.One 
or more will meet your railway selling needs, for they 
enable you to select and reach the particular railway 
men who are important to you. Each one is devoted to 
the interests of a particular branch of railway activity 

. each one has a specialized circulation of men with 


buying power and influence. 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adame Street, Chicago 3 


National Press Bldg., 
Washington 4, D. C. 


530 W. 6th St., Los Angeles 14 


Terminal Tower, Cleveland 13 


300 Montgomery St., 
San Francisco 4 


1038 Henry Bldg., Seattle 1 
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| Board, and chairman of the 


by the association. 7 
Vint Also Honored i 
; 
C. R. Vint, president a ger 
eral manager, Colgate-Pa ‘el 
and media | otuitionr it 
the advertiser who has n th, 
|greatest contribution to ( liad 
\CA eT 
group for several years. ‘ 
As the advertising e itive 
who has done the most to the 
Canadian advertising du the a 
past year, Hector Fontaine. preg. 
dent of Canadian Advertisin,mm CO-°. 
Agency, Montreal, was { re. [ae plan 
cipient of the agency aw Hell sever 
is a member of the contact com... 
mittee on Victory Loan acvertic. fm O°" 
|ing, and a member of the Fren turil 
|section of the National \ Fi- We ketis 


nance Committee. 

Harry Sedgwick, president and 
managing director of Statio 
CFRB, Toronto, received 
award for outstanding  seryj 
among media executives. He js 
also director of the New York 
office of Canada’s War Informatio; 


dise 

exact 
doing 
lion 1 
erativ 
co-op 
supp! 
held 

bloo1 
plant: 


of the Canadian Association 
Broadcasters. 


Stephenson Elected 


Harold E. Stephenson, acdvertis- J produ 


ing manager of Canada Starct f wh 
Company Ltd., was elected presi-> 
dent of the association for theff OPS 
coming year, suceeeding Mr. Sper- J banks 
ber. Vice-presidents named in- ing p 
|}cluded L. E. Phenner, Canadia 
|Cellucotton Products Company P®t® 
|Ltd., Toronto; H. J. G. Jackson, baker 
Chrysler Corporation of Canad 
Ltd., Windsor; N. B. Powter, How- 
ard Smith Paper Mills Ltd., Mont- 
| real; and George S. Bertram, Swift 
Canadian Company Ltd., Toro: 
|J. P. Lyons, Manufacturers Lift 
| Insurance Company, Toronto, was 
| reappointed treasurer. 
| The newly -elected ACA chief 
has been advertising manage CO-Of 
the Canada Starch Company since once | 
he joined the firm in 1936. He 
was formerly assistant manager of wate 
the Montreal research department good | 
|of the French newspaper, Léa pay’ 
Press, advertising representative, .. 
of the Boston Record and Ameri-* °° 
can and Advertiser, assistant to the locals 
| research manager of the American { savin: 
Newspaper Publishers Association, @ , 
._s . ear-¢ 
and advertising manager of thel- 
Snap Company and Abbey Effer- be co 
vescent Salt Company. Later hefcan b 
operated his own advertising re- Bi turers 
search organization and acted a: 
Ontario manager for La Patrice. His g§"P" 
father, H. E. Stephenson, for 44§§ Ruth 
years was prominent in advertis- MM opera 
ing circles as a director and secre- 
tary-treasurer of A. McKim Ltd, 
and as co-author of “The Story off 40-X 
Advertising in Canada.” Roger 
Ten Elected Directors the fi 
Elected to the board of director what’ 
of the ACA were Athol McQuar- ff Bette: 
rie, managing director; D. EF. Ban-Mfrequ: 


kart, Northern Electric Con:pa! 
Ltd., Montreal; C. W. Chamberli! 
Shell Oil Company of Canad 
Toronto; R. Harold Smyt! 
minion Rubber Co., Ltd., 
real; R. L. Sperber, Sterlins 
ucts Ltd., Windsor; Georgs 
back, Bauer & Black Lt 
ronto; Lee Trenholm, Und 
Elliott Fisher Ltd., Toro: 
Usher, RCA Victor Compa! 
Montreal; Hedleigh T. V: 
Shirriff’s Ltd., Toronto, 
nuriel Whitlock, Courtau! 
ada Ltd., Montreal. 


Announcit 


PLASTICS. BUY 


an annual directory of manu 
of consumer plastics produ 
buying guide for retailers an 
salers of the hundreds of i 
made of plastics. 


First edition March |' 
For details write 
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Modern Industry 


UNCH TABLE 


TOPICS 


S.leeted from November 15th ,1944 


Ln 


Co-ops to Date Any 40-X realistic 
planning must take into account 
several aspects of the vigorous 
growth of cooperative manufac- 
turing as well as cooperative mar- 
keting. » » Catering to the merchan- 
dise needs of 500,000 families is 


exactly 
doing. » » Also serving the 16 mil- 
lion members of America’s coop- 
erative 


what 3,100 co-op stores are 


organizations are some 1,500 


co-op service stations, 1,150 farm 


supply co-ops. » » Cooperatively 


held manufacturing plants are 


blooming, too. 
plants for which data are available 


» » Eighty-five 


oroduced $31 million in 1943, half 


of which was farm supplies. » » Co- 
ops are in everything. » » They own 
banks, oil wells, saw mills, print- 
ing plants, canneries, flour mills, 
petroleum pipelines and refineries, 


bakeries, dairies, stockyards. » » 


Co-ops are growing all ways at 
once and they can be sold by pri- 
vate enterprisers. » » They make 
good customers—credit rating high 
—payments prompt. » » Co-ops sell 
at standard prices, do not undercut 
locals—and distribute operational 
savings to members in the form of 
year-end dividends. » » Co-ops will 
be competition in 40-X, they also 
can be markets for many manufac- 
turers. » » Read the well-picturized 
report of MI’s Distribution Editor, 
Ruth Fyne—on page 38, titled, “Co- 
operatives: Friend or Foe?” 


40-X Communications Buck 
Rogers has really taken over in 
the field of communications, and 
What's happening now is real. » 

Better electronic tubes and higher 
frequencies make it a matter of 


/ . 
\\e Believe 
tho’ what is best for the public 
st for industry; that the 


ircc enterprise system can sur- 
‘'\ only if industry puts the 
Puo‘ic interest first. We have 


it—and always will seek— 
termine and to urge upon 
eaders policies and prac- 
which will put industry 
any valid attack from re- 
ble labor leaders or re- 
ble politicians, and win 
nuine approval of em- 
, the trade and the pub- 
is can be done through 
oduction of more and 
goods, better goods, at 
costs and therefore at 
prices—so that all people 
joy rising standards of 
alth, and happiness. 


Modern Industry 


sion and delivery of facsimile (words, 
figures, designs) via small compact 
units at public places or private 
offices is to be a Western Union bid 
for a full share of the coming facsimile 
business. 
amazing advances in communications 


little consequence in future 
communications whether 
transmission be by wire or 
by ether. » » Plans have 
just been announced for an 
extended service to make 
it possible for a U. S. tele- 
phone subscriber to talk 
with any other phone, any- 
where in the world. » » A 
half-million overseas phone 
calls a year are predicted 
within five years after the 
war.» » Automatictransmis- 


For a report on what the 


can and will mean to everyday 
business in 40-X, be sure to see this 
article on page 48, by Arthur 
Pearce, MI’s Materials Editor. 


Men & Jobs Monthly a Modern 
Industry staff-editor builds out of 
personal interviewing a portrait of 
a man and his accomplishments, 
not for puff, not for glamorizing— 
but solely for telling all industrial 
management men something they 
should know concerning a notable 
industrial personality and his 
deeds—providing them with infor- 
mation they can adapt or put to 
good use in some way. » 


a 
Ms: 3 


issue on page 64, Kirk Earnshaw, 
one of MI’s senior editors, has put 
together in words and photographs 
a record of Dr. Waldo Semon, di- 
rector Of pioneering research for the 
B. F. Goodrich Co., at Akron, Ohio. 
» » Virtually a father of synthetic 
rubber, it was in 1937 that Dr. 
Semon bounced a ball made of the 
very first sample in the office of a 
very delighted Dr. Harlan L. 
Trumball, who still is a leading 
figure in Goodrich research. » » 
To indicate the scope of this new 
American development, at the time 
of Pearl Harbor, 14,492 synthetic 
rubbers had been formulated out 
of which perhaps 100 went beyond 
the laboratory stage. » » The future 
of synthetic rubber begins to un- 
fold in this “Men & Jobs” story. » » 


» In this 


READER Writes 


Your article, ''Reconversion Time is 
Cost-Cutting Tin m- 
i the 
practic 
t is pr 
to rey 


We have had many occasions to ob- 
serve the highly competent manner 
in which you have been praca 
articles in the technical field . 


It is surprising how many people are 
n favor of a trend in industry but 
tho do not fall in line with the 
such as yours 


Your excellent survey ‘Uncle Sam— 
Industrial Trainer’ will go a long 
way towards increasing industries’ 
productivity ... 


In the upper rne 
page 36 in your September 15 issue, 
there is a picture... 


ee 


HEY WILL BE HARDENED, keener-eyed, 
more critical, more conscious of per- 
formance, more wary of promise .. . 


When it is all over, some of the twelve 
million will become the buying influences 
in the 31,500 manufacturing plants which 
will be producing at least 89% of the total 
value of manufactured goods. 


One of the future buying influences wrote 
to us asking for tear of articles 
which had appeared in our department de- 
voted to Postwar Planning for 40-X Sales. 


Listen to what he had to say: “I have been 
making a study of Postwar Planning for 
the day when the war is over and I can 
again join the ranks of business. During 
the war, I believe it is the opportunity of 
every man in the service to study the poten- 
tial business conditions after the war, so as 
not to be caught napping.” 


sheets 


So as not to be caught napping! In a few 

Staff-writing : By Ai licy and practice, Modern Industry 

is the only staff-wr magazine whose editors do their 

own field-research person. We print 1 ntributed 

les other than "De bate-in-Print. We take the full 
editorial responsibility 


CHICAGO 6: 20 North Wacker Drive 
SAN FRANCISCO 4: 


68 Post Street ° 


¢ CLEVELAND 114: ¢ 
ATLANTA 3 


..-80 as not to be 


caught napping” 


words taken from an overseas letter, the 
editorial aims of Modern Industry are 
more sharply defined than we have de- 
fined them. This serviceman’s thought ex- 
plains why Modern Industry, edited exclu- 
sively for the multiple interests of man- 
agement men in the manufacturing indus- 
tries, is patterned in its unique style. growth 


Common Understanding Opens All Doors 


Modern Industry is completely a staff- 
written* This means that our 
own traveling editors do their own field- 
research in person in order to prepare a 
packaged service of researched reports on 
what's going on. what's being done 
being planned in all industry . . 


magazine, 


Planning 


. what's 
. written 
and illustrated to reach management minds do 
the fastest way. 


about 
management 


. counselors, 
So as not to be caught napping, more than 


50.000 responsible 
31.500 most important manufacturing plants 


management men in 
read Modern Industry and route it to their 


key personnel so they, too... will not be 


record 


committees, 
special services, other wa 


ment on any of the 8 vital fronts of man- 
agement interest. 


Let’s see what the November 15th issue 
has for the sales-minded 


C) Cooperatives: Friend or Foe?............ 38 

Fresh from chalking up a sensational 
in distribution, 
now invading production. 
they to be feared as compe titors? Or 
welcomed as new customers: 
report provides the facts, sets this key 
subject in true perspective. 


they're 
Why? Are 


° Picturized 


[_] Guide to Postwar Personnel 


asviere er 


When King Costs returns to the throne, 
war-boomed personnel methods go on 
trial. MI editors reveal what plants will 
suggestion 


systems, labor- 


recreation, 


time personnel tec hnique Ss. 


Modern Industry 


The Staff-written Magazis 


if 


caught napping by an important develop- 347 Madison Avenue, New York 17, N.Y. 


27 Union Commerce 


1722 Rhodes-Haverty Building * LOS 


juilding * PHILADELPHIA 2 
ANGELES 11 


220 South L6th Street 


103 West 8th Street 
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Want to Get Your 
Message Overseas! - 
It'saTough Job 


Use of Local Media 
Only Feasible Way 
to Reach Servicemen 


By STANLEY E. COHEN 


Washington, Nov. 9.—An adver- 
tiser who feels that he ought to 
keep his brand name before the 
eyes of troops overseas, or who 
would like to get a message or 
an explanation to them, apparently 
faces a problem calling for the 
utmost in ingenuity, for from the 
best information available here, 
there are no regular channels 
through which advertising can 
reach military stations outside this 
country. 


Neither the Army nor Navy will 


Advertising Age, November 1944 


|be a party to such a project. Not|stance, sends more than 4,000,000 | campaign when political groups 


only are the pony editions of|copies of 21 “favorite” magazines | have been able to obtain such lists, 
magazines and newspapers, and|to men overseas, but these have| they are apparently difficult to get. 
the rebroadcasts of radio programs|no advertising. Dozens of radio | 


cast on low power stations over-| troops are stationed. An outstand- 


[Editor’s Note: Because seas, but these contain no com-|ing example of this sort of ex- 
ploitation was performed by Hart 

An advertising message mailed} Schaffner & Marx in setting up 
at first class rates will reach its|four large posters on the Champs 
destination like any other mail,|Elysees in Paris, greeting the 
but military officials frown on the} Yanks 30 days after the liberation 


more and more advertisers are 
beginning to be concerned 
with the possibility of getting 
messages of one kind or an- 
other to servicemen overseas, 
ADVERTISING AGE asked its 
Washington editor to investi- 
gate possible methods of de- 
livering an advertising mes- 
sage to military personnel 
outside the country. The 
results of his investigations 
are detailed in this dispatch. ] 


mercials. 


idea, and they warn that it can} of the city. 
easily backfire because the soldier 
eagerly opening a letter he has|fort, however. 


moment. 


of embarkation. 


getting a commercial message message could be effective. 
fore men overseas are through the | 

use of local media in the overseas | Lists Difficult to Get 
theaters of operation, or through | 


cause of the paper shortage. 


display of the product in a post} of compiling address lists. Though | reached through normal channels, 
/no legal snag is involved, and there} as they can in many areas. OWI’s | hometown mowenanen a 
The War Department, for in-| have been instances during this| overseas branch in New York, and a aa Te 


exchange or ship store. 


THIS IS No. 14 OF A SERIES 


Seeds in the Fields of Plastics 


AND THOSE FALLING UPON GOOD GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


PLASTICS’ POSTWAR PLANS 


Proof positive of stability of plastics’ war- 
time growth is found in a survey of post- 
war plans of the plastics industry appear- 
ing in November Modern Plastics. 57% 
of the molders who answered question- 
naires said that they had definite plans 
for postwar plant expansion. Their aver- 
age percentage of expansion was pro- 
jected as 21%. The survey reveals a 
growth in the number of Compression 
machines from 8000 to 11,500 in three 
years—Injection machines from 1000 to 
1500 in the same period. The number of 
companies engaged in molding plastics 
has increased from 440 to 960 exclusive 
of extruders. Pyramiding these wartime 
advances, the plastics industry is plan- 
ning for even greater expansion to.handle 
the anticipated volume of business after 
the war. New materials plants and in- 
creased capacities in production of old 
materials plus larger-sized, automatic 
processing units will contribute in up- 
ping total productive capacities. 


EXTRUSION OF SARAN 


With this as its first subject, Modern 
Plastics launches a series of “Know How” 
articles dealing with the extrusions of 
various types of plastics. The purpose of 
these articles is to save time and trouble 
in the industry by spreading available 
knowledge among producers. 


OXYGEN VALVE FOR HIGH ALTITUDE 


A valve which automatically mixes oxy- 
gen with air in proportion to altitudes SEEDS 
from ground level to 30,000 feet, is mold- 
ed in one piece, in one operation, of a 
plastic material. This complicated mech- 
anism gives flyers the correct breathing 
mixture necessary to offset the various 
air pressures—and without tinkering on 
the part of the wearer! response. 


MODERN PLASTICS MAGAZINE 


THE MEETING PLACE OF PLASTIC MINDS 


PLASTIC HEELS 


A new molding process covers women’s 
shoe heels with a 1/16” coating of plastic. 
The new heel will not scratch or scuff, 
nor will the coating wear off, split or 
peel. No seam shows. It can be made in 
all colors, dull or glossy, simulated leath- 
ers, multicolors, ete. Heels are attached 
to shoes in the usual manner. 


ROCKET LAUNCHING TUBES 


Rocket launching tubes of laminated pa- 
per and plastic are providing staunch 
weapons for United States planes and 
tanks, are playing a big part in helping 
to crack Nazi armor. Plastic is strong 
enough but not too strong — important 
consideration in firing rockets. It is much 
lighter in weight than steel. 


ADD PLASTICS PRODUCTS 


1. Shatterproof goggles. 2. Gable-type 
cover for serological baths. 3. Portable 
magnetic wire recorder. 4. Compar rings 
(soft plastic to mesh with metal gears). 
5. Lipstick containers. 6,All-Lucite lamp. 
7. Transparent plant model for planning 
equipment set-up. 8. Collapsible drinking 
cups. 9. Nozzle for spreading chemical 
airfoam on fuel oil fires. 10. Collapsible 
plywood aerial masts for fast stepping 
Signal Corps. 11. All plastic sextant, 
accurate to one minute of a degree. All 
calibrations molded in, saving much pro- 
duction time. 12. Counter facings, coun- 
ter tops, table tops, ete. in airline offices. 


Should the subject of any of these scat- 
tered briefs prompt you to seek complete 
details—please feel free to call upon Mod- 
ern Plastics’ staff members. Your inquiry 
will be accorded prompt and personal 
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Probably the most promising 
purged of advertising, but even] programs are beamed to the armed field of investigation lies in use of 
third class mail, when mailing lists | forces by shortwave or by rebroad- local media in the areas where 


Efforts such as these in liberated 
may be let down to find that after | territories involve tremendous ef- 
As reported in 
received only a plug for some-| ADVERTISING AGE Oct. 30, the mate- 
thing which is quite remote at the|rials for the Hart Schaffner & 
Marx posters were assembled only havin anidien »tln Monnet 

Naturally that is only the opin-| with great difficulty, in Paris. At|§ s . Cothpaste 
ion of individual officers, some of| the time, no radio advertising was 
are obtained, cannot pass the point} whom wear campaign ribbons. | accepted, the movies were closed, 
Outgoing letters are not subject to weekly newspapers, magazines and 

Probably the only important|censorship and these men _ will business papers were suspended, 
methods that are discussed here of! admit that a skillfully prepared|and the 12 daily papers were for- 
bidden to accept advertising be- 


It’s not that bad everywhere, ss Te gt Pst # 
There still remains the problem| however. Troops in Hawaii can be the trademark is imprinted on 


|the representatives of n 


e } 
‘economic missions we ha pes, 
| abroad can be helpful in p: gin, 
|data on media situations in | pig, 
countries. 1 
| See Familiar Tradema: 
Firms which have prod). ts ¢ 
the shelves of the post ex inge 
and ship stores may be re_ ‘ive, 
well off, for neither the Ary py 
Navy makes any effort to ¢ ostrg 


familiar wrappers or brand ame 

Wrigley’s gum, for insta ve, ; 
easily identified by troop. wh 
might never hear of it had Wrigs 
ley decided to continue distr butig 
to the home front, and curta | ship, 
ments overseas. Cigarets, soap 


are sold in all parts of the wory 
by brand name, though sometime 
the choice of brands is limited. 
In addition, food products whig 
are included in the Army ratio; 
packs such as the “K Ration” beaj 
the brand name, though the famij 
iar package has disappeared, ar 


dull khaki wrapper. 
Of course the troops get thej 


zines in all parts of the world, }; 
some areas, too, they may rea 
| Victory, the OWI propagand 
magazine which carries 12 to | 
pages of advertising, but Victory ; 
usually printed in some languag 
which the serviceman cannot d¢ 
cipher. Even service magazines lik 
Leatherneck go overseas withoy 
ads, and of course Yank and Star 
(and Stripes offer no possibilitie 
for the advertiser. 

Most of the officers interviewe 
were cool to the idea of advertisin 
to men overseas, insisting 
troops are generally antagonisti 
toward plugs for anything the 
cannot have. ‘“We can’t hang neo 
| Signs on the Seigfried line,” co 
|;mented one Army officer. Sin 
|larly a Navy flier remarked, ‘ 
|never saw an ad painted on th 
side of a Jap ship.” 
| Once back in this country, the 
say, they readily take up readin 
the ads again. As far as buyir 
habits are concerned, they so 
fall back into the groove. 


Lobuono to Grant; 
Gets New Account 


|__John Lobuono, previously wi 
West-Marquis and Erwin, Was 
on the Pacific Coast, and at « 
|time advertising manage! 

| Transcontinental & Western A 
|has joined Grant Advertising 
}an account executive in the Ch 
| cago office. 

| Wm. Cameron & Co, and Ide 
| Company, Waco, Tex., makers 
|standard millwork and_prefabt 
cated house products, have } 
_ pointed the Dallas office of Gra 
| Advertising, effective Dec. 1. Ri 
|dio, farm papers, newspapers 

|commercial movies will be used 


*| INDUSTRIAL 
*| DEVELOPMENT 
*| NEEDS 


CREATIVE 
WEALTH 


Far-Seeing Mana 


* This country’s u: 
sition has been a 
through Creative \ 
single group conta 
leaders in research 
velopment of great ir |! 
The legitimate theat © 5 
these people well. ; 
terest in the theatre 
The Playbill, the m: 
the theatre. 


PLAYBILL, INC. ' 
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{EDITORIAL 


THE KREWLIN AN 


NA LESSON FROM AMERICA: 


CAN STALIN LE 


By attacking the Pope in ther government 
wewspaper, Laneata, the Ruswans lect werk 
approached the evige of a deep quif hetween 
thew epstem of beliefs and ours. Jenestis 
calle! the Pope profascet. Thee brings ap ao 
confhet which gars hack to 1846, when the 
popes began their uncompromcaung attacks 
on commaniom. In 1937 Pius XE sand flatly 
that “Communhen i intrinwecally wrong. 
end no one who would save Chretian evvil- 
ration may Collaborate with it in aay aneer 
faking whetsarver 

Why & this confict important to the 1 S.? 
Por » wmple reasun. The US. is allied with 
Rusa, and hopes to marntarn the allance 
after the ware Bat outside of Europe. ment 
of the workl’s Catholics are ether US. ett 
ens (at beast 20,000,000) or citreens of Lates 
Amencen countrees, whom we sleo want on 


our de, All Cathodes owe « spiritual alle 
prance to the Vatican. Se the questenn ms. bew 
can we keep the Kremlin-Vatican confiict 
from haven series repercwwrons here at 
hoane” 

There are two different parts te this ques 
tron. The first is the exect nature of the 
Kreombin-Vatican conftiet. the cond i the 
relationship of American Catholics to it 


What the Quarrel is Abest 


The Kremlin and the Vatican are at cbt 
om et beast four planes, philesophical. re 
Tyros, cconmme and diplomatic. Ever ence 
Thomas Aquinas, Cathobe political phibose 
phers have heki that the purpose ef any gy 
crament o te woure pastice and his eatursl 
right» for the indiwelaal etrzen As Pros XE 
put it, “Secety & for man and net view 
versa.” But ever ence Hegel, « contrary av 
thon has developed which clams that sortety, 
or the state, mystic organiem in itaelf, 
end that the indivedaal has ne nghts except 
those which the state confers Amenean poly 
tural philosophy. by way of nth Century 
Protestant behewers in naturel nights, 
rooted on Aquinas, while Merxsst communeem 
stems froean L 

Om the other hand, we share with the Ru» 
sians « belief in the political equality of all 
men, apropasition which the Cathohe Church 
ws nerther for not agarnst 

The relqrous confhet between Kremlin 
and Vatican has cooked 9 bet samee thre € om. 
munists stopped calling afl rehypen “the 
opsate of the people” But Cathobes mew 
Stalin's reestablishment of the Orthedos 
Church somewhat cynically. pertly because 
st va rival orthodery to Rome's, but abs he- 
cause they think it i ander Stalin's thumb, 

In eve he Catholic Cherch be 

a~ ede im mewate property. as meet 


or example, an ensign on active duty in the 


Your editorials have been right down to 


the point. LIFE is a clearinghouse for 


democratic thought.’’ 


Lk 


‘to letters from home. 


; 
thousands of letters servicemen tell why 


is at the top of their reading list, second 


D Th 


has outhned a new economic philosophy 
which os equally opposed te caprtahem aad 
soctaham Pras XP s encycheal, Guadragen mo 
fame (1931), recommends a kind of fume- 
tromal. stratified system which found « per 
trad anc ahortive expresson on Mussodine's 
“eorperslive state 

The diplemeatie conflict o the mast unter 
esting. Here, on the we plane stam two 
falbitle human beng. stale and Paceth, the 
ahecdute rulers respectively of the largest 
and of the smallest state in the world; one 
neutral, the other et war. They are in a dip- 
tomatic duel for the confidence of 350,000.080 
Kuropeans, Calmly read. the Izeeatia story 
is « thrust in thee secular duel But ewery 
move tm thas duel is curcharged with danger. 
because of the latent nomeccular enmity he- 
tween the contestants A Rusman attack on 
the Pope inevitably @ reminder thet Stele 
has heen the fue of ( hristianity iteelf 

This is not urelevent to the secular 
eu, for religion 1a still a factor in power poli- 
ties Hf Stain really were announcing a body 
war against Cathohmam. meat won4 athobe 
Christians, as well as all good Catholes, 
would take the Pope's site Hence Stalin's 
real diplomatic probbem is aot so mech the 
Pope ax the whole Chewtan world 


Keep Religion Gut of This 
Our mn duplomatic problem, on the other 


hamd, is te convince the Russans that wr 
Amencans, (athole and nvn-Cathole, can 
keep rehgron out of the quarrel where purely 
~coular wesues are concerned For we cen The 
Pope has ne control over the poltaral opin- 
tons of US. Cathahes. He is comsudered in- 
fallible only in matters of fath and morals. 
There are plenty of Cathole Ameren: who 
agree with Loerata’s enticnm of Vatonn pol- 
sey. They have critteized tt themselves, on 
the same grounds, in U.S. Cathole maga- 
tines They thenk the Pope's neutrality has 
heen toe far “above the battle.” tee tolerant 
of faxes: they have heartily diaapproved 
of hex favoritean to Mussolini, Franen end 
Pétain. But Stair ie the last man on earth 
they want to hear thes erticrem from 
This is not merely because Stalin (antl 
June 1941) wax also an appease. ft uw net 
merely because he @ the Pope's enemy on 
other grownds, It is hecsuse (athules doubt 
whether Stabn wishes te hehewe them whee 
they «ay that thew podrticsl comscreaces are 
ther cen 
Consadering what the popes have sad 
agminst commune. and consaderung that 
many Cathole preests awe thes eperntual yn- 
fluence for polition! ends, one can see why 
Staton may be skeptical on thes wore In fect. 
ee ee 


From a Corporal in the South Pacific: “I would 
like to express my appreciation for the way 
LIFE portrays current world history, geog- . 


raphy, and the American heritage.” 


From a M/Sgt. in the European Theater: 
“Believe me, the down-to-earth editorial policy 
of LIFE should be continued. Whenever a coy 
of the magazine does manage to reach me, I nile 


overwhelmed by my comrades desiring first 


look at it.” 


All over the globe, millions of servicemen 


read LIFE’s regular edition or the lightweight 


E VATICAN 


TO DISTINGUISH RELIGION FROM POLITICS? 


ment at the same time. This unbelief. the 
bagutry. males one of the ughest chapters in 
US bewtory. But at beast the question shou’ 
& Cathote’s dual allegiance has been thor 
oughly thrashed out un Amenea. aad the con 
ehasions we Amencans have reached about 
it shoubd be sastructive te Stalin new 


convents were “Rome's seregiice.” 
there was the Ku-Klux Klan, which per- 


paign To fair-minded Amencens. that lies 
clection. despate tls outeume, answered an! 
closed forewer the question of whether « 
Catholic can he a goed Ameriran. Al Smit) 
stated forthnghtly just what be did end ot! 
nest owe toe Rome. He made it perfectly cles 
thet Catholicom in America is a relgen~- 
rot a pobbeel directive 
It & native bigotry, and not the Pope, that 
y makes Cathohcwm a politics! 


question ia Amenca Semetumes, as bs the / 
the bigots are Cathobe~f a 


Christian Front 
more often they are not. And it « relgnoy 
tolerance, written inte our Constrtutey 
that enables all Catholics to be good Ay 
wane and to he as politecally free and aie 
as the mond athabes are 


Tolersese Keeps Men free 


faestia’s attack io the kind of ¢ 
that shoul! remind ax of the self 
bigotry in our own past. It beget 
site extremim. [te very firet 
wes to give « beading U.S 
Momeignor Fulton J Sheen, a 
counterieults at the Soviet 
thea of ant: Semitiom and ¢ 

arate peace And the worsts 
Cathohes, whe do not ¥ 
Moasygnor Sheen are my 

hem because Stalin has / 


The phitsuphiesl, of Pop, 
differences between / lmennt or 7 vier 
Kremin eve profoug yo me 2 PRS hep, 
which stil » ere Pin Ses, og ie med "bry. 
as well as men. my tome, See, Bag, hi ; Pre 
all) may some day ‘“, Sw Ang Hs, wee 
that resolves thy td eg? aarrt, ,* y 
much fortearas pp. Cana a ad nh ng tpt he Sar, fy . wlheng he wn 
lomatee front Brine, rte gina, Beg, Mg mag Gta | Prong 5" Mtg, ry Mage Sint the 2 than® 
abet, An ty ten hae Statin tings? tn. on gen patray etm, ra Mg Narn, Mavegh ithe he? 
‘ oy : Ma 5 sO a” Vg, Mlry = Bin tle og bait " ety bing ™ ng Sing ‘nm 4 
te inet IK. Mey, the Gy Thhig he, 


“A Clearinghouse for democratic thought” 


‘¢ reason why LIFE is an overwhelming 
‘avorite with servicemen is that it brings 
in straightforward and outspoken editorials 


international and home problems. 
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overseas edition (without advertising). 


Their enthusi: 


sm for LIFE takes on added 
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Consumer Sales “But if production at this enor-|analyzing the potential market 
| mous rate begins operation in|and making plans to educate the 
|postwar, without compensating|consumer ... because few of us 
ge as ey 10 | consumer sales,’ he warned, “it| have reached the saturation point 
| will inevitably result in inventory /|in selling any given commodity”; 
|}accumulations which lead to de-|2) develop new items; and 3) go 
p { p d if | preciations and depressions. 1920)| into the other fellow’s business. 
0s Wal ro uC ion taught us that. | Ruin Price Levels 
‘ Stimulated Consumer Desires _ He declared, however, that the 
Sales Executives Face Out of that depression, he|last method would likely prove 
° ° pointed out, “came the most in-|the least satisfactory because “in- 
Biggest Opportunity, |telligent and intensified sales and} vaders” destroy price levels just 
W d id D | |advertising plans ever created.| before they fade out. He said if 
ooaside eciares |The consumer was taught to desire| the latter course were followed 
| articles which were made attrac-|‘“‘we would lose rather than gain 
Chicago, Nov. 9.—Industry will| tive and so presented that produc- | as an industry and the opportunity 
have to work together to meet) tion followed sales and a period|for expansion of our total mar- 
postwar problems of production,|of prosperity ensued.” | kets would be restricted.” 
and sales executives will be offered | The coming postwar challenge, | Asserting that in his belief ad- 
“the greatest opportunity and the | Mr. Woodside said, “will take the | vertising people will play a great 
greatest obligation in history,” | combined selling capacity of the | part in prompting industry to meet 
John T. Woodside, president of | country, working cooperatively, of | the postwar problems, he said fac- 
Weco Products Company, today |all factors involved in the process|tors involved in such a program 
told the Chicago Federated Adver-|of distribution.” Unless industry,|include products of merit, first, 
tising Club. | which “must make itself so,’ is| followed by consumer advertising 
Mr. Woodside, recognized as one| ready to take over the employ-|in radio, newspapers, magazines, 
of the country’s leading merchan-|ment problems, the government| window displays and counter dis- 
disers, said it was agreed that pro-| will do so, further expanding the | plays, and education of the retail 
duction to reemploy 22,000,000 | public debt, he warned. | salesmen. 
workers and maintain a national! He said three ways to expand He said it was not enough alone 
income of $140,000,000,000 would! business to provide employment, | to produce, but that products must 
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require us to produce at the 1943 | are: 1) Expand sales of the pres-|be sold on through to the con- 
rate. ‘ent items we manufacture, “by | sumer. Mr. Woodside’s own expe- 


rience has been to follow such 


| precepts, setting up a system of 


distributors and proceeding to 
teach these and then the retailers 
how to sell, augmenting their 
efforts with consumer advertising, 
window and counter displays and 
a wholesaler’s selling effort backed 
with his company’s aggressive 
sales organization, 


Sold Factory’s Full Output 


Before he joined Weco Products 
in 1921 as sales manager, Mr. 
Woodside worked for a large east- 
ern manufacturer of brushes. He 
was selling brushes to the drug 
trade, with two trips a year to 
call on wholesalers and depart- 
ment stores across the country. 
He sold the entire year’s output 
of that sizable factory in the 
course of those two trips, it is 
said. 

When he came to join his pres- 
ent company, which was then a 
small wholesale sundries house 
“Jack” Woodside decided its fu- 
ture would lie in having and mer- 
chandising its own products. 

He appointed distributors across 
the country, a network of whole- 
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Government requirements of Dole Pineapple Products 


for the Armed Forces from the 1944 pack constitute 


64% of all pineapple juice, and 60% of all solid 


pineapple based on the 1943 pack. 


That’s a lot of pineapple. 


Reasons for popularity are civilian reasons also: taste, 


nutritional value, keeping qualities, convenience. 


Hawaiian Pineapple Co., Ltd., the largest grower and 


packer of pineapple products, has been our client for 


more than 11 years. 


N. W. AYER & SON, INC. 


Philadelphia ° New York . Chicago 


Son Francisco * Hollywood * Boston + Honolulu 


Detroit 
* London 


sale druggists— many of 
were faced with declining 


He convinced them they ,; 
profitably stay in business. xt 
he taught their salesmen | te 


merchandise. Finally, he 
the retailer how to organ 
facilities to do a big selli; 
at the consumer level. 

He is said to be one of t irst 
in the industry to emphasiz, 
goods are not sold until th 
in the hands of the cor 
Through his aggressive me 
dising tactics, he has pushe p, 
West’s tooth brushes and : 
Vray dentifrice, and Lilly ‘ache 
hair nets to top sales positions ang 
held them there under igh}, 
competitive market conditio: : 


CBS Names Fellows 
to New England Post 


Harold E. Fellows, genera! man- 
ager of Station WEEI, CBS affjjj- 
ate in Boston, has been appointed 
to the newly- 
created post of 
manager of 
New England 
operations for 
CBS, in line 
with the net- 
work’s increas- 
ing activities in .* 
Boston and ’ 

New England. - 

Mr. Fellows a » 
retains the 
management of Harold E. Fellows 
WEEI, but the 
station personnel is being reor- 
ganized to give him added time 
| to devote to CBS interests in the 
six New England states. 


Kiddie Kraft Uses ‘SEP’ 


Marathon Company, Attleboro, 
Mass., will feature its line of Kid- 
|die Kraft jewelry in a_ holiday 
|campaign using a full-color page 
/in The Saturday Evening Post, 
|plus 23 Sunday newspapers and 
| trade publications. 


San Francisco 
Radio Picture 


~ Hooper! 
It’s THE Bay Area 
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There will not, God willing, be another war. Andthe chances against it are brighter now 
than ever before. 
But you may depend upon it that if some nation again bids for war it will be because its 


e people, literally, did not know any better. Because —as in this war —whole peoples have been 
a i il 0 denied true knowledge of their world and have been fed on lies instead. 
Where public opinion is honestly informed, the motives and conduct of the people are 


decent toward the world. 
This is a task in which your country leads the world. In which you, as an American, have 


a special privilege and obligation as a citizen of the world. 
le C0 i 5 a if On your doorstep, day by day, the most far-flung, most honest, most diligent and vigilant 
working press in all the world puts down the news for you. 


On your ability to make the most of that news hinges your ability to deal with your world. 


And Newsweek magazine can help you make more of your news. 


a fl oth er Wa r " Each week Newsweek sums up the news, simply, clearly, broadly. Then Newsweek adds 
eT interpretation of the news, in keen and searching expert analyses. And Newsweek also gives you 
forecast of many things yet to come, with a record for rightness that stands unique. 
You will both enjoy and benefit from what Newsweek gives you—as millions of the 


world’s best-informed people now do. 


SSS co) a 


NEWSWEEK...to report, to interpret, to forecast the 
truth of human affairs for America’s Significant People * 


*In designating the readers of NEWSWEEK as Significant People. we merely compress into two words their all-around 
“far-above-averageness’”"—both mental and material. The intrinsic character of NEWSWEEK attracts such people 

; 2 = — ; as a 7 : a (F | nie Sore a 
naturally. Their unusual “mental acquisitiveness.” and their eager interest in the new. are qualities that make them i“. 

: ee ; : a ay i With, 
especially receptive to your advertising. Qualities which have led them to NEWSWEEK in such numbers that its circulation 

has risen 78% in six years. while its advertising revenue (among all general magazines) has advanced from twenty 


second to fifth place. 


A WELL-INFORMED PUBLIC 1S AMERICA’S GREATEST SECURITY | gale 
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For its November outdoor boards, radio station 


Safeway Sets Up 
‘Service Groups 
for Advertising 


Not Designed to 
Replace Agencies, 


Food Chain Says 


San Francisco, Nov. 9.—In an 
unusual reorganization of the work 


of its central advertising depart- | 


Safeway Stores, Inc., has 
announced the formation of two 
advertising service companies: 
Bristol Advertising Service and 
Essex Advertising Service. 

Taking care to explain that the 
organization of these service com- 
panies does not represent a step 
toward “house agencies” in the 
usual sense, E. F. Becker, Safeway 
advertising director, explained that 
“these advertising service compa- 
nies do not and will not receive 
any split commissions or compen- 
sations of any kind from adver- 
tising agencies or media, and they 
will act exclusively for Safeway 
Stores. Their services are not for 
sale to anyone else.” 

Bristol Advertising Service will 
open offices in the Stock Exchange 
building here late this month, 
under the direction of J. C. Hil- 
dreth, a member of the Safeway 
advertising staff. This organization 
will handle all Safeway brand 
promotion and institutional adver- 
tising. 

Essex Advertising Service has 
opened an office in the Russ build- 
ing here, with J. Peyton Kane as 
manager. It will handle all retail 
store promotion campaigns where 
no brand names are involved. 


Part of Bigger Program 
“Formation of the two advertis- 
ing service companies is a part 
of the decentralization of the func- 
tions of the central office of Safe- 
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OWNED AND OPERATED BY STAR-TIMES 
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| Company are being used. 


| 


way Stores in Oakland that is 
being applied to all of the depart- 
ments in that office,’ explained 
Mr. Becker. “‘They are simply an- 
other form of a company advertis- 
ing department and are in no 
sense designed to replace or un- 


dertake the services of Safeway’s | 
advertising agencies, either now or | 


in the future. 

“Decentralization of the Safeway 
Stores central office has been car- 
ried out on the basis of commodi- 
ties handled and functions per- 
formed. Individual names for the 
different companies formed have 
been selected for identification 
purposes and each has been estab- 
lished in a free standing office. 

“In the field of procurement, 
names such as Regent Canfood 
Company and Easwest Produce 
In each 
case, ‘Division of Safeway Stores, 
Inc.,’ is a part of the company 


name to identify it as being a part 
of the Safeway organization. The 
plan of decentralization was first 
tried with procurement and found 
so successful from an operating 
standpoint that it is now being 
extended to all of the other func- 
tions of the office.” 


Agencies Advised of Move 
Safeway, the second largest food 


chain and far and away the largest | 


advertiser in this category, em- 
ploys three San Francisco agencies, 
each getting, roughly, one-third of 
the business—Foote, Cone & Beld- 
ing, McCann-Erickson and J. 
Walter Thompson Company. These 
agencies have known of the for- 
mation of the advertising service 
companies for some time, and 
have been advised that their for- 
mation will have no effect on pres- 
ent relationships. Instead of deal- 
ing directly with Safeway Stores, 


Advertising Age, November | 


the agencies will deal with one or 
the other advertising service com- 
panies, acting as the client, but 
traditional agency-client relation- 
ships will continue unchanged. 
The unusual advertising decen- 


tralization move follows a pattern | 


which Safeway apparently deter- 
mined to carry down the 
through all departments. 

There are already dozens of 
divisions of Safeway with inde- 
pendent names, each handling one 
type of product. Some of these are 
merely procurement organizations, 
while some of them are manufac- 
turing units, as in the case of Ed- 
wards Coffee Company and Table 
Products Company. 


Has Long List of Products 


Safeway has long had a sub- 
stantial list of products produced 
by itself or under its own brands, 


|and advertising of these products 


has always been character 


| typical brand promotion p 
| major emphasis being give; 


brand and only minor e: 
to the fact that it is avail 
Safeway stores. 

Among the _ products 


| group are Brown Derby bes 
line | 


alta wine, Nob Hill and 

coffee, Canterbury tea, S| 
granulated soap, Nu-Made 

naise, Dutchess salad d: 
Beverly peanut butter, Je 
desserts, Jiffy-Lou pudding 
nydown tomato juice, M 


|Glory oats, Lucerne milk, | 


canned milk, and Julia Lee ' 
bread. 

In addition, the company 
tises salt, vitamins, meat, pr 
margarine, flour, etc. 

The undoubted food chair 
in the West, Safeway o 
almost 2,500 stores in this ary 


in certain other areas throu 


Analyse 


Latest government figures on the world’s largest 
industrial market show 28,215 metalworking 
plants. About 11,000 of these plants account for 
96% of the entire output of the industry. The other 
17,000 plants represent 4% of the industry output. 
Given your choice, you would prefer to concentrate 
your advertising on the plants that do the real volume 


to most effectively reach the 


METALWORKING MARKET 


the Market 


of business. This calls for selective coverage. Only a 
business paper which does a thorough-going market 
analysis job of its own can deliver selective coverage. 
If you have ever seen STEEL’s comprehensive study 
of the market, you can readily understand that cover- 
age based on this widely discussed study is selective— 
and that STEEL is reaching the worthwhile market. 


Determine Plant Coverage 


of copies. You want to know how many plo 
are reached—and where they are located 
order to determine the effectiveness of the plant co’ 
age. STEEL not only gives you a count of plc 
covered, but shows how its plant coverage para! 


Total circulation figures give no hint of ‘1 
number of plants covered. They indicate num) 


the geographical location of the industry. 


Weasure the Sates Possibilities 


What size plants are reached (and equally 
important, what size are the ones not reached)? 
This indicates the thoroughness and scope of the 
selective coverage. There are two measures avail- 
able—employment and capitalization. STEEL not only 
breaks down its coverage by these measures, but breaks 
down the entire metalworking market, so you can see 


what part of the market you reach through the pages 
of STEEL. More than that, you can measure the buying 
possibilities for your products among STEEL’s readers 
by checking what they make—or what operations they 
perform. This data is even available by size of plants 
to show the proportion of the market reached by STEEL. 
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try, and for the first nine 
of 1944 did a volume of 
-450,000,000. Its advertis- 


enditures, very largely in 


ers, although it has used 
magazines and is also 
a special farm paper cam- 
re hard to estimate, but 
yn to run into a substan- 
ver of millions of dollars. 


Peck Names Randolph 


te 


‘leppner 


W. Randolph, recently 
Company, New 
as been appointed vice- 
t of Peck Advertising 
New York. Mr. Randolph 


merly vice-president of J. 


Getchell, Inc., New York, 
European manager for 
-Erickson Company, and 


umber of years advertising 
tant to the continental com- 
of Unilever Ltd. 


Production Men Elect 


Ralph Nelson, of Abbott Kimball 
Company, has been elected presi- 
dent of the Production Men’s Club 
of New York. Other new officers 
are Fred Oughton, Calkins & Hol- 
den, vice-president; Daniel Casey, 
Foote, Cone & Belding, secretary, 
and John Collins, Kleppner Com- 
pany, treasurer. 


Frigidaire Expands 
Sales Staff 


F. H. Peters, formerly assistant | 
manager of industrial relations for 
Frigidaire division of General Mo- 
tors, Dayton, has been appointed 
manager of range and water heater | 
sales. J. M. Rushton, who directed | 
range sales before peacetime are. | 
duction ceased and has_ recently 
been with Frigidaire’s war con- 
tracts division, has become man- 


|cluding promotion for 


ager of public utility sales. 

J. A. Mitzelfelt, previously met- 
ropolitan sales manager of J. J. 
Pocock, Inc., Philadelphia Frigi- 
daire distributor, 
parent company on a special as- 
signment in appliance sales. 


Names Hill Advertising 

“Ray-Tele,” radio and television 
service company, New York, has 
named Hill Advertising, 
York, to handle advertising, in- 
Ida Bailey 
Allen and “The World Homemak- 
ers.” 


Heads White Wholesale 


Lon A. Fleenor, who during the 
war has headed the industrial re- 
lations department of White Motor 


Company, Cleveland, has returned | 


to his previous position as man- 
ager of the wholesale division. 


New | 


Macy’s to Build 
Postwar Store 
on Long Island 


New York, Nov. 8.—Plans were 
|}announced this week by Macy’s, 
| New York, a division of R. H. 
| Macy & Co., for construction of a 
postwar “streamlined” branch 
store in Jamaica, 12 miles from 
Manhattan and shopping hub of 
| the populous borough of Queens. 

The new 
be operated along the same lines 
as the Macy branch in Park- 
chester, Metropolitan Life Insur- 
ance Company housing 
ment in the Bronx, and will em- 
ploy about 400 people. 

Macy’s postwar plans 
construction of a two-story 


has joined the} 


and | 


basement store with all modern | yori. 


Check the ten Who Read 7 


Who specifies and buys your type of products? 
Which men are important to you? How many 
of your prospects and customers have selected 
STEEL as their regular source of metalworking 
news and information? Industrial buying is influenced 
by a key group in each plant—management, engineer- 
ing, supervisory and purchasing officials. STEEL shows 
what percentage of these groups it reaches, by title— 


and by size of plant. 


For 


Study the Editorial Jot 


Does it provide timely, current news... engi- 


news .. 


... authoritative. . 


.of interest to men 


neering and operating information... market 
who should be 
interested in your products? STEEL is a weekly 
. timely. It has the largest staff of 
full time editors of any business paper in the industrial 


field. Operating men rely upon its engineering section 
for new ideas, new methods. Purchasing officials use 


its market section in their daily activities. 


i a dt andes the 


. largest industrial market—and =e . 
EEL reaches your prospects and customers . 


you: 
dad How of nada tenckbias ‘After the 
War” —a comprehensive study that will help» 
1 plan your pieastising vate owen. 


Penton Building 
Cleveland 13, Ohio 


The Mogazine 


ZING —— 


of Metalworking oad Metalproducing 


suburban branch will | 
| way 


develop- | . =a 
‘Tomlinson to Kimball 


call for | 


|pected to be 


} 


11 


improvements, including air con- 
ditioning and a roof parking space 
for 450 cars. The structure is ex- 

the forerunner of 
stores of the same 


many other 


|type in the congested metropolitan 
| area, 


The new Macy’s will cover ap- 
proximately 55,000 square feet on 
165th street, between Jamaica and 
Hillside avenues, two main traffic 
and shopping thoroughfares. It 
will be opposite the Jamaica bus 
terminal and within easy reach of 
the Long Island Railroad station. 
These facilities, together with sub- 
and elevated, will make the 
store accessible to many thousands 
of Long Island shoppers, 


Tomlinson of High Point, Inc., 
High Point, N. C., has appointed 
Abbott Kimball Company, New 


to handle advertising of its 


‘furniture products. 


| York, 


‘Forms Television Dep't 


Peck Advertising Agency, New 
has established an experi- 
mental television department 
di- 


headed by Arthur Sinsheimer, 
rector of radio and television. 


+» ANOTHER OF THE 
NATION’S LEADERS USING 
THE BLUE NETWORK! 


| Housewives say “hats off’ to P and 


|G, call letters for quality over the 


| mation’s counters. Hallmark of qual- 


ity too, over the BLUE five mornings 
a week with “Breakfast at Sardi’s’ 
and ‘“‘Glamour Manor.” 


HOW YOU CAN 
JOIN THE “BLUE BOOK” 
OF RADIO ON 
THE PACIFIC COAST! 


See us for availabilities. Tell us your 
problems. Ask us what help yo 1 will 

.and let’s plan ahead together. The 
sixteen Pacific Blue Sere Sta- 
tions can give you the su 


. 1 
W OTK 


cess it has 


given to hundreds of other adver 
5 | ’ ae 

tisers in this rich market. Contact 

for Coast coverage may be made in 
NEW YORK * CHI iGO * HOLLYWOOD 


SAN FRANCISCO * DETROIT * PITTSBURGH 
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We Still Have a Job to Do 


Now that the election is out of 
the way, advertisers can again 
concentrate on the vitally impor- 
tant home front jobs which are 
their assignment in helping to win 
the war. Over-optimism regard- 
ing an early end of the war in 
Europe, which some commentators 
predicted a few months ago would 
be terminated in September or Oc- 
tober, has given way to the real- 
ization that we have a tough road 
ahead, and that no relaxation of 
our efforts either on the battle 
fronts or the home front should be 
permitted to interfere with the 
earliest possible end of the world 
conflict, now well into its fifth year. 

The Sixth War Loan is the next 
important assignment for advertis- 


ers, and in spite of paper rationing | 
which tend to} 


and other factors 
restrict promotional activities, we 
are confident that the 
again give a good account of itself. 
The sale of war bonds is a prime 
necessity, not only to insure 
proper financing of the war now, 
but to set up the best possible eco- 
nomic position for the nation after 
the war by having the maximum 
number of bonds in the hands of 
individual investors. And an im- 
portant corollary of all war bond 
promotion effort from now on 
must include, as ADVERTISING AGE 
has suggested frequently in the 


field will | 


past, the idea of holding on to 
bonds which have been purchased 
during the drives. More bonds 
have been redeemed of late than 
at any previous period, another in- 
dication that too many people 
have become too optimistic re- 
garding the war situation. 
Discussion of the postwar serv- 
ices of the War Advertising Coun- 


interesting, but in some ways pre- 
mature. The good work which the 
Council has done in steering the 
war contributions of advertisers 
on the huge scale which has char- 
acterized this period of national 
emergency should be maintained, 
and no diversion of thought or ef- 
fort to postwar possibilities of con- 


ing forces should be permitted to 
distract attention from the great 
task to which we are committed— 
|making the maximum contribution 
to the war effort now. 
Preoccupation with political ac- 
| tivities may have taken our eye off 
| the ball to some extent in the past 
i\few months. Let’s get back into 
| the fight with everything we have. 
| Advertising has helped mightily in 
| the war effort—its continued con- 
'centration on the nation’s Number 
One task will definitely accelerate 
our steady and determined prog- 
ress toward an early peace. 


Newspapers in the Limelight 


In this issue of ADVERTISING AGE 
we are reporting in detail the ex- 
pansion program of the Bureau of 
Advertising of the American 
Newspaper Publishers Association. 


This is news of importance to ad-| 


vertisers as well as media, we be- 
lieve, because the importance of 
the daily press as a factor in suc- 
cessful and profitable marketing is 
so great that 
power and facilities is bound to be 


any increase in its 


helpful to all advertisers, includ- 
not only national, but local 
and regional accounts as well. 


The program of the Bureau in- 
of research, sales 
The 


volves expansion 


promotional activities. 


continuing readership study which 
newspapers have carried on for 
the past few years has made an 
mportant contribution to under- 
tanding of how best to use the 
medium, and we believe that the 


s of these studies have been 


le 
resull 

mportant factor in guiding ad- 
¢ 


‘rtisers in the most effective use 


of one of the primary media avail- 


able to them today. The continu- 
ance and expansion of this work 
should add valuable data to the 
fund of information already avail- 
able, and help to make the use of 
newspapers a more profitable ac- 
tivity of advertisers in all fields. 
Newspapers have been studying 
themselves critically from _ the 
viewpoint of the buyer, with the 
determination to make whatever 
changes are necessary to increase 
their acceptability to 
and advertising agencies. They are 
prepared to change their sales ap- 
and their operating meth- 
whatever respects will im- 
This, it seems 


proach 
ods in 
prove their service. 


feature of 


to u s the significant 

the drive to increase the news- 
papers’ importance to advertisers. 
Whenever any important media 
group decides to improve its fa- 
cilities and its sales methods, it 
not only helps itself, but stimu- 
lates like improvement in all ad- 


vertising fields. That’s why news- 


papers are now in the limelight. 
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Webster, in the New York Herald Tribune. 


Missing Man 
The story of ‘Pete, the Plym- 


cil, which has appeared lately, is | 


tinued joint effort of all advertis- | 


advertisers | 


outh Painter,’ who took Detroit 
by storm, can now be told—and 
| he’s back “at work” after his har- 
| rowing kidnapping experience. 


Pete is a larger than life-size | 
part of a/man of the war fund drive, said 
Plymouth painted outdoor display | that the story as told by Mr. Heinz 


dummy installed as 
|atop a two-story building at East 


Detroit. 


hand holds a brush as though he 
were working on the uncompleted 
Plymouth board. He was to be 


other as the message was added at 
intervals. 

The day he started ‘“‘work,” one 
excited women reported to a local 
police station that there 
dead man on the Plymouth sign— 
that night another soul phoned in 
“I’m a union man and some paint- 
er’s local is working a guy 24 
hours a day... The next morn- 
ing Pete was gone... 

Newspapers and radio stations 
reported the kidnapping and the 
following day the Detroit Times 
offered a $100 war bond reward 
for the missing painter. Before 
midnight a boy gave the Times a 
tip that resulted in Pete’s deliv- 
ery in the morning. The three 
boys who split the reward ex- 
plained they’d found him in a field 
and one had “kept watch” over 
him by taking him home... 

Pete was designed by N. W. 
Ayer & Son’s Leonard Lionni. 


45-Minute Gumdrop 

The story of a five - year-old 
Yugoslav boy who took 45 minutes 
to eat a single gumdrop, told on 
‘Information Please” recently by 
H. J. Heinz II, president of H. J. 


Heinz Company and chairman of 
the Allegheny County, Pa., United 
War Fund, has been released by 


'the National War Fund to 1,000) 


The following docume: 
be secured without cha) 
companies sponsoring {! 
through ADVERTISING AGE 
national advertiser or ad 
agency executive writing 
business letterhead. 


No. 2419. 
Spot. 
The Milwaukee Journa 
sued this folder reprintin; 
alysis of the city’s posty 
pects as summed up in 
tember issue of “Busine: 
tions.” 
the Journal’s own commen 
No. 2420. The 
Market. 
Up-to-date figures on th 
its market and its newspa 
included in this new market 


Milwaukee, 


South’s 


on Memphis, released by the Con 


mercial Appeal and Memph 

Press-Scimitar. 

| No. 2421. Postwar Sales Oppor 
tunities. 


This booklet contains the 


of an editorial survey conducte 


by Product Engineering in t 
chanical-design field, and in 
trends in the use of 
manufacturing techniques, 


material 
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|and finishes. 
No. 2422. Alaska. 

Figures on the market repr 
sented by this territory are 


newspapers and state fund chair-| cluded in a new brochure put 
| lished by the Alaska Weekly. 


men throughout the country. 
Prescott Bush, campaign chair- 


was “one of the most effective 


| giving the gumdrop to the child. 


moved from one position to an-| 


|ing a 


was a} 


“The boy ate every grain of that 
sugar separately,” said Mr. Heinz. 
“He didn’t lift his eyes once. He 
never spoke a word. No use ask- 
child like that where his 
parents are—or where he lives. 
He doesn’t live anywhere. He just 
walks, like millions of other refu- 
gees—Chinese, Greeks, Poles.” 

Mr. 
people like that, as well as our 
brave men and women fighting 
overseas, that you help when you 
give to the Fund.” 

A number of large companies 
have requested reprints to send to 
former employes in the service. 
Jottings 

Alan Moorhead, London Daily 
Express war correspondent in Eu- 
rope, doesn’t seem to think so 
much of the Hart Schaffner & 
Marx Paris posters whose appear- 
ance was told in AA a few weeks 
ago. In a recent dispatch to his 
paper he said: “A well known 
firm of American tailors has plas- 
tered the Champs Elysees with 
one of those smug advertisements 
which says in huge letters, ‘Con- 
gratulations for the job well done.’ 
This is directed at the American 
garrison soldiers and not at the 
French, who are a good deal puz- 
zled by the hoardings [posters to 
you] anyway.” 


| No. 2423. Postwar May Be To 


ting on the scaffold, Pete’s right Italy, Mr. Heinz said, told him of | 


| 
| 
| 
} 


Heinz explained that “it’s | 


morrow. 
This full-color brochure, 


calls attention to the man 


of labels and offers a 32-pag 
f Busi 


log of label ideas, ‘‘Tools o 

ness.” 

No. 2424. Ten Telling Yea 
On the occasion of 

Broadcasting System’s tent! 


issug 
| Jefferson and Holcomb Streets in| pleas ever made for the Fund.” A/| by Ever Ready Label Corporatio! 
Dressed as a painter sit-|member of the armed forces in 


y us 
e cal 


re 


Mutua 


versary, the network has releas¢ 


an illustrated brochure chr« 
world affairs since 1934 as 
by its “‘air-historians.” 


No. 2425. Textiles Plan for 
war. 
This personal interview 


of what the textile mills aré 
ning in the way of postw: 
chinery, equipment, improv: 
changes in fibers, etc., | 
been published by Cotton. 


No. 2426. U.S. Radio Ow 


The CBS research de} 
has issued this study of rad 
ership including total fami 
radio families by countie 
1944. 


No. 2313. How to Set U} 
for Your Company’s 
Markets. 


This booklet has been i 
McGraw-Hill Publishing ( 
as a guide for manufact 
planning their postwar p 
The material includes sev’ 
thoritative methods of 
market potentials, with s 
information, and a che 
suggested subjects for a 
naire through which 
and prospects may cont 
the planning program. W 
and tables offer helps 
plans, budgets, etc. 


No. 2398. How Pencils 
Sharpened for T 
Competition. 

Prairie Farmer and Sti 
have issued this book! 
contains some suggestio 
vertising and sales ma! 
possible postwar change 

new sales planning 2! 

selection. 
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bs: : . Higgins, president, an- 
_ = last week after a board 
. ors meeting. He said the | 

aug eater part of the expenditure | 

Using.) go for advertising in newspa- 

n ers d magazines. It is the 
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itisburgh Glass 
ans Record Sum 
or Ad Campaign 


igh, Nov. 7.—The Pitts- | 


3 4 g ate Glass Company will | 


ore than $2,000,000 for | 


ates’ appropriation made for 
pose by the company in 


vear history. 


Dec ring that postwar employ- 
nent one of the most serious 


Q blems we face, Mr. Higgins 

prosmaid, “We know that we must have 

‘Se market and that advertising is 
v 


ne best known method of broad- 
bing and keeping a market, which 
rese » turn insures fuller employment. 

our use of this large sum is one 
| ‘the steps we are taking to keep 
‘ggeg@™. plants running at full speed. 
n addition we have more than 
- citylgg0 branch warehouses and sales 
nits located in practically every 
tate in the Union. We aim to 


ILLIAM TELL 


{COULD DO IT 


“f.and so can you! 


ting a target squarely ... scrupulously 


oiding everything else... is the estab- 


ed practice of advertisers in HAIRE 


s cialized trade magazines. 

‘lease a HAIRE publication never deviates 
CLIO its course. Each goes to one market 
reu concentrates on that market — and 

bt market alone. And so does every 

ino HAIRE specialized publication. 
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ng Age, November 13, 1944 


|in order 
| factory 


Association will be 


|increase the employment in these | 
|units and to expand this operation | 

to keep pace with our 
production.” 

Although no action was taken, 
the directors discussed some post- 
war expansion and plant improve- 
ment. 


n of postwar markets, Bok Migrs. to Meet 

The 28th annual meeting of the 
National 
turers 


Paper Box 


Joins Butler Brothers 


Howard W. Rapport, formerly 
art director of the Celotex Corpora- 
tion, Chicago, has joined Butler 
Brothers, Chicago, as creative ad- 
vertising manager. He succeeds 
Carl Hertzberg, who has joined 


Foote, Cone & Belding. 


To Edit Retail Letter 


Joseph A. Fletcher, formerly ex- 


Manufac- | ecutive editor of Chain Store Age, 
held |New York, has resigned to edit} 


next May 13 to 16 at the Drake | and publish “Fletcher’s Retail Out- | 
| Hotel, Chicago. 


|look,” a weekly newsletter of re- 


| tailing trends. 


at 225 Lafayette St., New York. 


‘Lutz Joins Maxon 


Paul V. Lutz, formerly in charge | 


of enginéering products advertis- 
ing for RCA, has joined Maxon, 
Inc., New York, as account man- 
|ager for the specialty products di- | 
vision of General Electric Com- 
pany, New York. 


Adsit to Passaic Paper 


Harry B. Adsit, business man- 
| ager of the New York World-Tele- 


His offices will be} 


13 


gram since January 1939, has been 
|} appointed manager of the Herald- 
|News, Passaic, N. J. Mr. Adsit 
| was manager of the western office 
lof the Southern Newspaper Pub- 
lishers’ Association, Dallas, from 
1937 to 1939. 


Advances Weess 

Frank J. Weess, with the Boston 
office of Tide Water Associated Oil 
|Company, New York, for more 
than 20 years, has been appointed 
|aeccessories sales manager of the 
company’s eastern division, at New 
York. 


| 


S TO SAY TO MANAGEMENT-MEN 


Witness what Business Week finds to say to them. And the easiest way to 


do that is to thumb through the diary of business which has just come off 


the press—the index of Business Week's contents for the first 26 issues 


of this year. 


From Abbott to Zworykin in the editorial content section you'll find 


recorded the thousands of events from all around this expanding world, 


which have been reported and interpreted by BW editors—a veritable 


diary of the modern management-man's interests. 


And in the advertising content, from Ace to Youngstown, you'll find listed 


the hundreds of advertisements which have put ideas into the minds of 


A 


BW's readers during the half-year—the many things that other companies 


have had to say to the other decision-makers of business and industry 


be place TO SAY THEM: 


\S 


Business Week is the one news magazine which is all business, its editors all business 


writers, 


for Business Week is sold only by subscription. 


its readers all business men... 


identified by title and business connection, 


And Trend Studies prove that per 


dollar you can reach more (and more) management-men throughout all business and 


industry in Business Week than in any other magazine. 


copy) 


For BW's Editorial and Advertising Index for Jan.-June 1944 ($1 a 
write Business Week 330 W 42 St, 


New York 18, N Y 
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M. White, waste paper trade com- 
Faurie to Westinghouse Dinner Honors m‘ttee: William B. Carr, chairman, 


Georges Faurie, formerly with} waste paper salvage division, 


Delco appliance division of Gen-| Herbert M. Faust Periodical Publishers’ National 


eral Motors Corporation, has been 'Committee, and Roy W. Peet, 
appointed advertising and sales New York. Nov. 7.—Herbert M.| American Fat Salvage Committee. 


promotion manager of the newly-| Faust, retiring director of the Thomas Hoyt, former deputy di- | 


Westinghouse Electric & Mfg.|of honor here last week at a din-|rector of the WPB salvage divi- 
Company, Pittsburgh. ner sponsored by drive leaders for | sion. 
conservation of waste paper, iron ———— 
and steel scrap, and waste fat. . : ’ . 
Edwin S. Friendly of the New Purchasing Appoints 
PREMIUM COUPONS York Sun, chairman of the news- Raymond G. Richards, formerly 
HANDLED paper committee of the U. S. Vic-|on the sales staff of Nautical Ga- 
a) . tory Waste Paper Campaign, was | zette and previously in the indus- 
© | toastmaster. Other committee/|trial sales division of Sun Oil 
John a McElwain & ‘chairmen who attended were| Company, Philadelphia, has joined 
A paneer Am. caevece Frank Block, Waste Paper Con-|the sales staff of Purchasing, to 
"hones Webster 2336-7 A Sad le the N /-E ] d and New 
io: je : ro ayeane| suming Industries; Herman Mos handle the New England a W 
607 S. DEARBORN ST. CHICAGO cow itz, iron and steel scrap; Paul | York state areas. 


formed radio receiver division of | WPB salvage division, was guest! rector, succeeds Mr. Faust as di- | 


Advertising Age, November 13. 194, 


Transit Ad Group 
to Report Brand 
Sales in Cities 


Chicago, Nov. 8.—‘‘Local Market 
Facts,” the first of a series of bul- 
letins announced for publicatioh 


to the Institute of Transit Adver- 


tising to give the results of con- 
sumer purchasing surveys in se- 
lected markets, was released this 
week. The current bulletin con- 
tains data about family coffee 
purchases in Buffalo. Future re- 
ports will reveal comparable data 
about cereals, flour, butter, soft 
drinks, shortening, soap and dog 
food. 


|cery products purchased 


Information in the curren) sy. 
vey was obtained from renop 
from 458 Buffalo housewiv« ’ 
kept detailed accounts of a! 


seven-day period. It reveale: ¢; 
the families purchased 153 (9; 
pounds of coffee in the vee 
period, for which they paid $4.) oq 

The survey disclosed tha: th 
coffee business in Buffalo, ic] 
would run 7,900,000 pounds © »ny. 
ally for a dollar volume of $2 309. 
000, was divided among 38 © fey. 
ent brands. It showed, hoy eve; 
that 10 brands have 83% of the 
business; that three of the 10 mos 
popular are local Buffalo brands 
one is regional; the other six ar 
distributed nationally. Abou: 57« 
of all the coffee sold cost over 3¢ 


——— 


a pound. 
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USE THE POWER OF DETROIT’S ONLY 


MORNING NEWSPAPER...THE DETROIT FREE PRESS 


Definition—Corral: To get and keep hold or possession of. 


To get and keep hold of the loyalty and patronage 
of the huge, prosperous Detroit market of nearly 
3 million...if that is your goal for now and the future... 
let the strength of the Detroit Free Press be your 
‘corral.’ Let this independent paper, whose columns 
are read and respected by over 380,000 families 
daily...whose advertisers gain by the respect in which 
this paper is held...let this paper do your job for you. 


The Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


Story, Brooks & 
Finley, Inc. 
National 


Represen tatives 


A DYNAMIC NEWSPAPER IN A DYNAMIC 


TOWN |. 


Chain stores sold 61.8% of the 
total pounds of coffee purchased 
their own brands accounted fo; 
41.6% of the total. 

Reports submitted to the Insti- 
tute of Transit Advertising by its 
permanent panel of Buffalo house- 
| wives, it was disclosed, will give 
the Institute basic data from 
which shifts in the position of 
brands of other grocery items can 
be measured. The Institute be- 
lieves that with proper controls, 
a periodic measurement of the 
shifts in brand positions can be 
correlated with specific use in car 
card advertising and the influence 
of such advertising on actual sales 
detected with reasonable accuracy 


-Carborundum Appoints 

W. T. McCargo, recently with 
‘the War Department as govern- 
/ment presiding officer of Abrasive 
| Industry Advisory Committee, has 
|been appointed eastern regional 


| sales manager of the Carborun- 


;}dum Company, Niagara Falls, 
iN. Y., succeeding F. Jerome Tone 
Jr., who has been named vice- 


| president in charge of sales. M: 


McCargo was previously with Car- 
borundum for 13 years as abrasive 


engineer. 
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One of a series appearing in LIFE and FORTUNE 
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Sixth of a series portraying the History of Fire i. 
8 Painted by Norman Price for the Universal collection 


The “four-piece’’ match of 1776 


The innkeeper kneels at the hearth. With firemak- 1. Because Book Matches are indispensable MAKE SIMPLE, INEXPENSIVE TEST cial 
ing tools in hand, and a bundle of sulphur-dipped companions to the over 50 million Americans Discover what Universal Book Match advertis- 

sticks beside him, he coaxes a light for two weary who smoke, they have automatically become ing can do for you. We have a special test plan 

guests who seek refuge from the wintry night. Hav- 6 detent sleiatiain aid : ; : : 

ing struck a spark from the flint and steel into : ———— by which her ibenie easily —— its value with a 

the open tinderbox, he blows the smoldering fire 2 With 20 eile d — very nominal expenditure. For yourself, or for 

to spread the glow. When the sulphur tip of the + ce ae ee oe es ee your client —- write today for full information. 

flimsy stick is touched to the glowing tinder, flame sage is repeated 20 times. pile 


is produced. Flint, steel, tinderbox and sulphur- 
stick ... this was the ‘“‘match”’ of Colonial America! 


THE ‘““MIRACLE MATCH” OF TODAY 


lt was not until 1916 that the Book Match was 
perfected. Thus was born not only a miraculous 
method of making fire quickly and conveniently 
... but an advertising medium was created that 
has since grown to astonishing proportions. To- 
day many of the country’s leading advertisers 
names on request) use millions of Universal 
Book Matches to advertise their product or 
service. 


FACTS YOU SHOULD KNOW 


Here are facts about Universal Book Match 
‘advertising that should be invaluable to every- 
m™ ne interested in advertising and selling: 


AN INSTITUTION KEYED TO LEADERSHIP 


x UNIVERSAL MATCH 


3. Your advertisement alone appears on the 
book; there is no competition for the reader’s 
attention. 


4. Effective results...at lowest per-reader cost. 


5. UNIVERSAL has developed Book Match ad- 
vertising so completely that coverage can be 
spread to do a blanket job — or can be lim- 
ited to any one market. 


Whether you are selling a commodity, or selling 
service... whether your business is one of the 
largest or in the smaller bracket, you can use 
Universal Book Match advertising profitably! 
In fact, no other major advertising medium is 
used by as many different advertisers as use the 
Universal Book Match. 


’ AND DEDICATED TO SERVICE 


UNIVERSAL MATCH CORPORATION 
General Offices — Saint Louis 21 


Sales offices in all principal cities coast to coast 


UNIVERSAL MATCH CORPORATION 


Saint Louis 21, Missouri 

Gentlemen: 
Without obligation on my part, please send 
me a 125," x 834” reproduction (suitable for 
framing) of Norman Price’s Colonial scene. 

Name 


C 
ompany 


Address 


City State 
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Gibbs Rejoins Buchanan Appoints West-Marquis 


Donald Gibbs, since 1942 with| Electrical Engineering & Mfg. 
Arthur Kudner, Inc., has rejoined | Corporation, Los Angeles, designer 
the contact-copy staff of Buchanan|and manufacturer of electrical 
& Co. |actuating motors and drives for 
|industry, has appointed West- 
| Marquis, Inc., Los Angeles, as ad- 


MULTIGRAPHING—FILLING-IN | wit be usea. Business papers 
ADDRESSING — MIMEOGRAPHING | O'Donnell to DC&S | 
THE LETTER SHOP, Inc. Robert O’Donnell, recently in 


the Army, and previously in the 
431 S. Dearborn St., Chicago Wab. 8655 | promotion department of the Chi- 
|cago Daily News, has joined Do- 


Bob King, publicity director. 


Crosley Appoints 
| Three Executives 


vision. 


Advertising Age, November 13, 1944 


herty, Clifford & Shenfield, New | director of industrial relations and 
York, to handle publicity under | standards of Crosley’s manufactur- 


ing division and rejoining Crosley 
as manager of the New York 
branch of its distributing corpora- 
tion is J. Lee Conover, who has 
been on leave of absence since 


James H. Rasmussen, commer- | SARA, 1943. 
cial manager of the manufactur- 


ing division, Crosley Corporation, . am ° 
Cincinnati, has been promoted to S-M Appoints Elfenbein 
general sales manager of the di- 


Harold L. Elfenbein, with the 
U. S. Army for the past two and a 


G. F. Gambler, recently man-j|half years, has joined the S-M 
ager of employe relations of Talon,| News Company, New York, as as- 
Inc., Meadville, Pa., has become | sistant sales promotion manager. 


production center. 


When Los Angeles’ population at the 
turn of the century reached 102,000, a ninefold increase in 


twenty years, there arose murmurs of ‘“‘mushroom”’. 


But today, after forty-four ycars more of even greater 
sustained record-breaking growth in population and indus- 
try, Los Angeles has become a compact single county area 
of almost 3,500,000 people—the third largest and richest 


market in all the nation, and its second largest war goods 


Los Angeles will enter peacetime years with its solid 


industrial structure strengthened, streamlined and ready— 


with markets that encompass the world. 


Just as the tremendously rich Los Angeles market is a 


must on any major advertising schedule, so too is its years 


long preferred daily newspaper . . . the Herald-Express. 


LARGEST DAILY CIRCULATION IN THE WEST 


Represented 


ai 


Nationally by Paul B 


lock and Associates 


Grade Labeling 
Won't Kill Brands, 


Says Montgomery 


New York, Nov. 7.— Although 
some brands would be “vulner-. 


‘|able,” mandatory federal grade 


labeling would not destroy brang 
labeling, Donald E. Montgomery 
consumer counsel of the CjO 
United Automobile Workers, last 
week told a symposium sponsored 
by the textile section of the New 
York Board of Trade. 

“Brands,” Mr. Montgomery ex. 
plained, “facilitate buying, but no 
one brand is indispensable to the 
consumer.” Grade labeling, he 
added, should be made mandatory 
for canned foods, meats, etc., but 
“quality standards for textiles can. 
not so readily be agreed upon,” 
Quality standards, however, to de- 
termine such factors as the 
warmth of a blanket, he believed. 
could be determined. 

Speaking for voluntary grade 
labeling, Polly Gade, director of 
United States Inspected Foods 
Educational Service, pointed out 
that 64 food companies operating 
76 plants are now under U. §. 
inspection, at a cost of 3/100ths of 
1 cent per package. She urged in 
addition to grade labeling the in- 
creased use of informative labels 
on products. 

Edward H. Gardner, speaking in 
place of Arthur M. Reis of Robert 
Reis & Co., emphasized, on the 
other hand, that “the movement 
to standardize is a movement to 
degrade.” Also, any attempt at 
“subordinating a manufacturer’s 
name on his goods is the first step 
in destroying his power to sell.” 

Mrs. Barbara Daly Anderson, 
director of Parents’ Magazine’s 
consumer service bureau, pointed 
out that she has found no evidence 
that the majority of consumers 
have bought grade labeled goods, 
nor that consumers as a whole 
thus far have benefited from them. 
She said that standards of canned 
goods already have been estab- 
lished on a working basis. 


K. C. Bank, Railroad 
to Air Big 6 Games 


Games of the 1944 Big 6 football 
season are being sponsored by 
City National Bank & Trust Com- 
pany of Kansas City over Station 
KMBC, Kansas City, which has 
for several years made its own re- 
mote pickups of the broadcasts 
Short announcements about the 
bank’s services will be used as the 
play permits. 

Kansas City Southern Lines has 
also contracted to air the Big 6 
schedule over Station WDAF, 
Kansas City, with _ sportscaster 
Hal Totten. Twenty half-hour 
concerts of the Kansas City Phil- 
harmonic season will be sponsored 
by the railroad over KMBC each 
Thursday. 


Vera Ash to Hickerson 


Vera Cassidy Ash, former radio 
account executive of Henry J. 
Kaufman, Advertising, Washing- 
ton, D. C., and previously produc- 
tion manager of Station WWDC, 
Washington, has been appointed 
head of the radio department of 
the Washington office of J. M. 
Hickerson, Inc. 


WSAR Changes Hands 

Station WSAR, Fall River, Mass., 
has been sold by Doughty & Welch 
Electric Company to the Fall Rive! 
Broadcasting Company, owned by 
the Herald-News Publishing Com- 
pany at Fall River. Sale price was 
$175,000. 


will fetal 500 MILLIONS 
“ANNUALLY... . 


« 
4 . 


I Pencil Points 


The Magazine of Architecture 


TT Ta 


ee ee ee 
= Bh a ae F 
a | = 
a 3 
aisha 
3 pt ORNL OOOO OLE AL ALLO N 
a 
.. : <\ * | 
wig www ‘ t f 
ii : ee =~ 
os “N yy pee oe Sint. 
= = Bz | 
; =; is | 
; daa ———— 44 = —- 
wie | 2 EVERLASTING 
li a $e at 4% 
: ge ae OM” | 
> Sr Cre | q 2 gen 
eg ee ~ 4 ; , “te 
18 Sa -"- {| wt ; 2 > | mel == - PS aa bh ag if il rash, - > - 
ee a wa Ga On| | a 
a. 7 ae rns ESE Pg EN Ht 
ee 1 ae oo oe ee 
- c . his oe ° 
a: “WEST Se ete . 
~_ ee _ 
_ DBs TR Tbe 
— ; , eas Rate abide 
eo i) hide Hee R a te Ae ck, | 
_— es 18 aR ta cis Oks ed 
ii Ri eet hepa Re 
nes ETERS MM 
. - Sah aes Aer 
4 CECT SPUR ae 
= Yetta dt ually Sa 
bE Naat Se TREES 
yo % G ) - igy g <4 
; ! ¢ \ aPee: tse 
2 +, ‘s \y . 2 mt 
: i f 
an ROE PON Oe A 
aes \ ( © >: ] ¢3 
“a ies ; f eo ) 
4 MN i ee 
ee ai es |b 
® 
xs | 
ran OO eeeeee—SCCCSCSCs‘(‘as#$SC SS 
e | a a | 
| ) _ INDUSTRIAL Post-War BUILDING 
: - LOS ANGELES EVENING “4a 
es | a o YLOIA |K eZ. | conrnouso ov BMI 
| q | | rt. ea ARCHITECTURAL | | 
SN ici a ia i ee sie — Meeed| MEN Who read if 
‘ | we = . Tatas eo nit paternal - q e 
* » | | 


This message is directed to sales and advertising executives who are concerned with postwar planning. 


In devising ways to cash-in on the big five billion dollar annual retail volume being done through 
gasoline stations—you have everything to gain by planning to include advertising in SUPER 
SERVICE STATION magazine— reaching a selected group of one-stop stations with diversified sales a 
and service facilities, and doing the big business in this market. aid 


The influence of the man at the gas pump on the sale of automotive products is a powerful factor 
in the buying habits of car owners who contact these modern stations far oftener than any other type 
of automotive outlet. po e, 

Established in 1929, this publication offers you a direct route to the big postwar business in the gas 
station field . . . Since its inception this magazine has maintained editorial and advertising leadership 
that continues to have a profound influence on its readers. 


Over 56,000 monthly readers of SUPER SERVICE STATION magazine—are today’s 
dominant force in automotive retailing and servicing. This selected circulation embraces independently 
operated super service stations and in addition includes coverage of the key factors in the marketing 3 
branch of the petroleum industry responsible for station construction, operation and management, and ia 
TBA merchandising activities. They will be even greater factors in the postwar period. 


tball Approximately 12° of all retail business in the U. S. is transacted at the gas pump — it’s big busi- ; 
$, ness and it is going to get much bigger. Men with vision in the automotive industry are predicting a 7 
ition minimum of 50 million cars and trucks on the road in five or six years—and these vehicles are going 4 
ey to require a lot of accessories, equipment, supplies and services. 3 
— To insure success of your plans for the future, you should cultivate this market aggressively, now. a 
s the Your first step should be to learn more about SUPER SERVICE STATION magazine. It is 
a published monthly for owners and managers of independent super service stations anc marketing 
ig 6 executives of major oil companies and oil jobbers. It is standard 7 x 10 print page size and has a con- 
DAF, trolled circulation of 56,676 copies .. . SUPER SERVICE STATION magazine leads its field in 
oe editorial content and readership, and is first in number of pages of advertising. It’s the most direct route 
she to a big, profitable market that warrants serious consideration. 
eee 
THE IRVING-CLOUD PUBLISHING COMPANY 
1 435 North Michigan Ave., Chicago 11 . . . 420 Lexington Ave., New York City 17... Leader Building, Cleveland 14 
eile Also publishers of JOBBER TOPICS, the Number One book for automotive jobbers. 
y J. 
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Advertising Age, November 13 94; 


grams exhausted the com) ), 

You bet, Bureau Reveals Success Bank Checks Help supply of 2,000 checks, all V 
of Coal Saving Drive on the Northwestern N. 5, 

The 1944 ‘“‘share-the-heat” cam- | Make Success of Bank of Minneapolis and fi 


i : am he O ili i 26 cent 
~ there's something mew %2):°°3°:°2. 2°" 5 Malt-o-Meal Test si mwase torte cerca 


i iti ht | eight days, almost 75% rede; Re 

| eeanapers a 5 000,000 eee | Minneapolis, Nov. 8.—Highly | of the checks had been ach. 

un er e un: |on coal saving, according to Ed- | pleased with test results in the “Endorsed” by the winner ; the 

'ward H. Walker, public relations |Chicago market, Campbell Cereal | retailer, the ‘checks could Dut 

I his: The S f Chi director, in “Advertising Facts,” | Company was considering this! in the cash drawer and in de 

ts this: © Sun, newest o Icago newspapers, October folder issued by the Bu-| week extension of a novel sam-/| in the store’s receipts for t lay 

offers advertisers a new and highly responsive ‘reau of Advertising, American | pling by check deal for its Malt-o- |—an_ obvious improvement | \; 
market. Advertisers now find a new newspaper | Newspaper Publishers Association. | Meal cereal. |the bookkeeping involy. 


Results “were far beyond ex-| The producer adopted the use handling coupons. . 
| pectations,’ Mr. Walker stated,|of actual bank checks—for 26 The company doesn’t know hoy 


— You need The Sun in any newspaper combina- ' ‘and are eloquent testimony of the | cents each—in order to avoid the far banks would go, on a ni) ong 
| 
| 


“buy” in Chicago, for — 


tion to cover Chicago completely, economi- effectiveness of newspapers in/|usual coupon redemption plan, basis, with such a sampling. by 


; c reaching the public with a mes-j|currently in disfavor with busy | Points out that a certain nimbe; 
Se ee Serene: | sage.” The ys so stimulated the | | grocers. Besides dealers who are | °f checks, for small and varying 
— With The Sun alone you can buy a tremen- sale of thermostats, for ‘tant to bother with coupons, | 2Mounts, are involved in the usy; 
dous impact against America’s No. 2 market that if the present trend continues, | chain operators want from one to | Coupon deal. 
with a relatively small expenditure. 'Mr. Walker said, more will have|two cents per package to handle|’ Campbell Cereal, through (amp. 
been sold in the last six months | them. bell-Mithun, Inc., Minneapolis 


using a total of 87 radio 


of this year than have been sold| The Chicago test required only | 10 

in the past ten years. 'two five-minute periods on WAIT, | for Malt-o-Meal, from one-minut 

THE CHICAGO SUN — on successive days at 1 p. m. The |spots and five-minute newscast 
? Mrs /announcer, Tom Moore, used a/UP to a half-hour barn dance 


400 W. Madison St., Chicago 7 250 Park Ave., New York Crowley Joins Bates telephone quiz type program, ask- markets from Pittsburgh V ( 

National Representatives: THE BRANHAM COMPANY Lawrence Crowley, formerly ing housewives who believed they | Denver. It also is current] _con- 

CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. | With Biow Company and Ruth-| i | ducting a newspaper test in Cleye- 

Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Anze! - | rauff & Ryan, New York, has|ord to send it in on a postcard, | !and, employing editorial-style aq; 
Memphis, St. Louis, San Francisce | joined the copy department of Ted | with winners assured of a package | Of 58 lines three times a week 


| Bates, Inc., New York. of Malt-o-Meal. The two pro-| the Cleveland Press. 


Advertising Bureau 
War Supplement Out 


| The Bureau of Advertising, 
| ANPA, has released the ninth in qa 
: |series of supplements to ‘“Advery. 


tising Goes to War,” the record of 
advertising’s wartime services t 


o the nation. 
a S The latest supplement contai) 
3 4 reproductions of 53 outstanding 


advertisements which have 
peared in newspapers throu; 

‘ the country since May of this ye 
Copy in a number of the ads show: 
how national and retail advertis- 

;ers are supporting war progran 
by stressing the urgent need { 
undiminished effort on the 
front and others direct attention 
to postwar problems and products 


| ‘an SELECTIVE 


READER INTEREST 
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TWO DIESEL 
MARKETS 


Diesel Engines serve two i: 
markets: 


W. E. Van Tuyle, President, State Savings Bank, a 
Clinton, Michigan, personally knows 71 subscribers ee Conetreetion i 


| Agricultural. 


Work progresses on subscriber 
Anglemeyer's 360-acre farm 
near Clinton, Michigan. 


WO MASS se 


to Capper’s Farmer and rates 70 of them as tops. 2 MARINE INDUSTRY -_ ‘ti 
Some Diesel Engines are desis 

just one of these markets, m 
viduals and firms in the Diesel 

work exclusively in one marke 


That is why DIESEL PUBLICA INS 


Inc. publishes two magazines: 


| 1 DIESEL POWER & 
| 
| 


TRANSPORTATION 
LAND INDUSTRY. 


@ Naturally, you do not know large numbers of farmers 2. MOTORSHIP for the 


—for you are a manufacturer, or a distributor, or an ad- INDUSTRY 
vertising man. If your product is designed for 
But here’s a man who does know the farmers very well | See ee, Te Bee 
a around Clinton, Michigan. He is Mr. W. E. Van uyle, Saeko came or ll lye 
on president of State Savings Bank. Like scores of bankers all over mid- America, interested prospect. 
3 he took the Capper’s Farmer subscription list for his locality and checked it Naturally if you sell both » 
a against his personal knowledge. | pp Arg complete po get 
“Good ... another good one ... among the best,” commented Mr. Van Tuyle as See 
he went down the list name by name. In all, this bank president knew 71 Cap- | , 
per’s Farmer subscribers around Clinton, and of these he pronounced 70 of them | ACT NOW! 
’ “good farms— good farmers.” And that’s a fair example of what other bankers | | Contracts for 1945 are being 
| have found in their appraisal of Capper’s Farmer readers. | ach sae uhaaean Gea eal 
It’s an open secret how our readership is kept so uniformly high. The editorial « INC 
content is narrowed down to appeal only to practical farmers who want to make | DIESEL PUBLICATION: 
more money from operating a farm. And that is exactly what the 1,200,000 | 192 LEXINGTON AVE, NEW YORK 5%! 


readers of Capper’s Farmer get every month. 


| | LARGEST @ CIRCU TIO 
CAPPER’S FARMER LOWEST RAT®S 


The ONE National Farm Magazine that Speaks the Farmer’s Language | “| 
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A wise man once observed that living through a 
heated political campaign is the most remarkable 
experience that comes to an American. For six 
months he works himself into a mounting frenzy 
about his candidate. He carries a torch for his man 
to the breakfast table, to the office, into confer- 
ences, and into heretofore friendly and pleasant 
social gatherings. By election night, he is filled 
with fear and trembling and drifts off to sleep con- 
templating the cataclysm that must follow, should 
any but his man become President of the United 
States. 

The next morning he awakens to hear that his 
man, by some error of judgment on the part of 
more than half the American people, was not 
elected. He stumbles to the bedroom window— 
and outside what does he see? ‘The sun is shining. 
The neighbor is taking in his milk. On the same 
old street — still there — is the same old traffic. 
Men and women are on their way to the same 
jobs they had yesterday, and all the days before. 
Youngsters are going to school to pick up where 
they left off before the election holiday. The na- 
tion is moving on. 

Once again the voice of the people has risen, 


and we have a newly-elected President. Some are 


happy about it. Some aren't. But before many 
weeks have passed, the Great ‘Truth about our 
democracy will emerge once again. It is this: 

Perhaps as a result of an election—any election 
—long range progress will be handicapped; and 
vet, perhaps progress will be expedited—who can 
tell? No one man, no single administration has 
ever, single-handed, saved a nation populated by 
a hundred million strong, stubborn people who 
need no saving; nor, on the other hand, has one 
man or administration ever been able to block the 
nation’s inevitable destiny. ‘I'he people, with vis- 
ion and confidence, and an insatiable appetite to 
find the truth, are the final arbiters of their coun- 
try’s fate. It is the people who are indispensable 
in these United States; people who have shown 
through a hundred and sixty odd years that they 
can survive any election campaign, any shock— 
from droughts that impoverish whole sections of 
the republic, to wars that detour the basic econ- 
omy for months or even years. 

‘To these indispensable, indestructible people 
—to this groping, progressing mass of citizenry, 
the Blue dedicates its facilities and its future. 


The Blue is in the service of the people. 


“THIS IS THE Glue NETWORK” 


THE AMERICAN BROADCASTING COMPANY, INC. 
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THE GREATEST SELLING POWER 
I THE SOUTH’S GREATEST CITY 


‘NEW ORLEANS 


$0,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Net'l Representatives: The Katz Agency, Inc. 


Plan Is Adopted 


St. Louis, Nov. 7.—To recapture 


peting small brewers in Pennsyl- 
vania, Ohio, Michigan, Illinois, 
Wisconsin, Minnesota and Mon- 
tana have adopted a group adver- 
tising plan which embraces adver- 
tising production and point-of-sale 
material, and individual merchan- 
dising, marketing and sales coun- 
sel. 

The plan, evolved under the 
direction of Louis E. Westheimer, 
head of Westheimer & Co., St. 
Louis agency, and William M. 
Wider, account executive and 
brewery advertising specialist, 
would include no more than 30 
non-competing breweries. Major 
savings effected, estimated as high 
as 30%, and advertising and mer- 
chandising counsel comparable to 
large competitors are advantages 
of the plan. 

Stress is placed upon a complete 
marketing and sales analysis of 
each brewery before any advertis- 


by Small Brewers 


and hold local markets, non-com- | 


Advertising Age, November 1: 1945 


i f sal handis- 
Group Advertising in? i2°recommended. ‘The agency 


also is to develop and direct, when 
requested, semi-annual sales meet- 
|ings for each member brewer, and 
|to assist each member of the 
| group in the training of his selling 
| staff. Joint problems and plans 
will be discussed at a semi-annyal 
| meeting of the member companies. 


‘Buy-Lines’ Adds 17 
Papers for 1945 


“Buy - Lines,” editorialized ad- 
vertising column by Nancy Sasser, 
will appear in 17 more papers dur- 
ing 1945, bringing to 60 the total 
number of papers publishing the 
column every Sunday. Circulation 
is close to 13,000,000. 

Papers to be added Jan. 1, 1945, 
are: Syracuse Herald - American, 
Springfield Union and Republican, 
Portland Sunday Telegram, 
Charleston Gazette, Worcester 
Telegram, Dayton News, Bridge- 
port Herald, Wichita Beacon, Chat- 
tanooga Times, Tulsa World, 
Fresno Bee, Sacramento Bee, Ar- 
kansas Gazette, Little Rock, Ta- 
coma News Tribune, Long Beach 
Press-Telegram, and Phoenix Re- 


public and Gazette. 


way BSN* 
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“BUILDING SUPPLY NEWS 


59 East Van Buren Street 


~ AMONG LUMBER AND 
Y MATERIAL DEALERS .. . 


IN CIRCULATION, 


EDITORIAL 


AND LEA 


ah As 


_HYAK u NBER&MILNOR = 


ADVERTISING VOLUME, 
o 


* 


Representative of thousands of 


whe ere going to sell the post- 


war building products and equip- 
ment that all the talking Is about. 


BUILDING 


eres . it a 6 
eae ee en) 


INFLUENCE 


BSN's subscribers is this inviting, 2» 
attractive yard, Hyak Lumber & z 
Millwerk, Inc., Olympia, Wash- 
ington. These are the dealers 


* 
+ aa 


for ‘News’ Drive 


| 


| Pioneer Radio Station Repres *'@** 


| 


| CHICAGO: 180 Ne. Michigan..... F 
| NEW YORK: 444 Madison Ave.....P °°” 


| HOLLYWOOD: 638! Hollyweod Bivd 


FREE & PETERS," 


Sylvania to Use 
50 Trade Papers 


New York, Nov. 8.—S) 
Electric Products will use 
than 50 trade and business pape, 
starting next month for an ten. 
sive “news” campaign direcicd 
radio wholesalers, electrica 
tractors, industrial executives. tex. 
tile manufacturers, and oth: 
terested in radio and electrica! de. 
velopments. 

The trade and business pape 
campaign will supplement « ney 
national consumer campaign, de. 
tails of which have not yet bee 
announced. ' 

Sylvania’s house organ, “Ligh; 
News” and “Radio News,” will be 
adapted for use in the copy. Each 
ad will be headed “Sylvania News” 
and will be made up in the form 
of a newspaper front page. In ad- 
dition to latest Sylvania develop. 
ments, each ad will carry a car- 
toon, an editorial and news items. 
Copy will be slanted to a special 
industrial group in each case. 

Time and Newsweek also will be 
used. 

Agency is Newell-Emmett Com- 
pany, New York. 


Reed to Newhoff 


Stan Lee Reed, formerly vice 
president of Radio Productions 
Inc., and a member of the radi¢ 
production staff of Major Bowes 
Amateur Hour, has been appointed 
radio director of Theodore A 
Newhoff Advertising Agency, Bal- 
timore. 


Plan Printing Exhibit 

Society of Typographic Arts will 
hold its 18th annual exhibition of 
Design in Chicago Printing at the 
Newberry Library, Chicago, Noy, 
16 to Jan. 20, 1945. 


ADVERTISING 
GEARED 
TO SPECIFIC 
OPPORTUNITIES 
AND PROBLEMS — 
THAT'S SPOT 
BROADCASTING! 


/) a 
° , rg a 
Exclusive A Nis 
National : }: 
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For latest radio information. °°! 


Since May 1932 


ATLANTA: 322 Palmer Bidg....... ae 
SAN FRANCISCO: Iii Sutter...... tter 
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1. I'm the Sendman ... and my job is 
putting people to sleep. But do 
people always co-operate? Not these 
days. What with the war and all, 
they’re kinda nervous and upset 


3. They expect me to get around ( with 
transportation the way it is) to sprin- 
kle sand tn their eyes. That's asking 
too much. I know they ‘ove coffee. 
And so— 


5. This Sanka is all coffee and nothing 
but coffee. And is it delicious! They 
take out the caffein without remov- 
ing a snifter of the piping aroma or 
rich flavor. And Sanka is vacuum 
packed! 


2. There's one epecial tribe — people 
whose nerves are set a-jangle by caf- 
fein in coffee. Comes the night, thes 
pace and toss and moan. 


4. That's why I'm taking this magazine 
space—to tell ‘em that if caffein in 
coffee upsets ‘em, they ought to switch 
to Sanka Coffee! It's 97% caffein-free! 
Can't jangle anyone's nerves! 


6. And becouse Sanka Coffee is prac- 
tically caffein-free, you can make it 
strong! Use a heaping tablespoon per 
cup. And if you use a percolator, 
“perk” Sanka a little longer than 
usual. 


SLEEP ISN'T A LUXURY; IT'S A NECESSITY. DRINK SANKA AND SLEEP! 


Kate Smith's beck on the air with a new, hour-long show! Lister to The Aute Smith Hour 
every Friday. Columbia network ...8 PM. EWT, 7 P.M.. CWT. 6 PAM MWY PAL, PW, 


"YOU PINCHED ME” 


War Conscience: Certainly | pinched you, 
dearie. Pim your new Wartime Conscience 
And if you keep throwing out perfectly 
good kitchen fats that way, Cll have you 
black and blue all over in a week 


Woman: Black and bl—' Why you—! PH- 


War Conscience: Tur, Madam! Do you 
realize that your Government needs that 
Waste Kitchen fats of yours so badly for 
ammunition that it's willing to give you 
two whole meat points, for just a pound 
of it? Do you? 


Womon: Certainly } realize it. But do 
you know I didn’t sleep a wink last night, 
just because I had one measly cup of 
coffee for dinner? And do you realize 


maybe a person forgets her War Duty 
sometimes when she's tired or something? 


War Conscience: Personiully, Madam, 1 
don't care how tired you get! Your Gov- 
ernment needs you to do your War Job, 
and I'm here to see you do it. And as far 
as not sleeping goes—hasn't anybody ever 
told you about cattein-free coffee? 


Woman: Whit? 


War Conscience: Catlein-free, dear. Take 
Sanka Coffee, for instance. 97, caffein- 
free. Lets you sleep and sleep and sleep. 
And flavor! Madam, this Sanka Coffee is 


the strawberry shortcake of the coffee 
world! It is the coffee that eliminates the 
man who says he can't get a good cup of 
cofice. It's the creme de la créme for the 
wonun who's kept awake by caffein, 


Woman: Really? 


War Conscience: Certainly, dearie! Try it 
..but remember this... Sanka Coffee may 
let you sleep, but / won't if you fall down 
on your Wartime Job! That's all, Sister! 


A Product of General Foods % Listen to the Kate Smith Hour every Friday evening. CBS Network. 


Which is the better advertisement for Sanka Coffee? 


» here are two ads for Sanka Coffee. 
A“ simply tells the Sanka sales story. 
B“ not only tells the Sanka story, but also 
ves the reader a war message of vital im- 
rtance. 
| the client’s opinion and our own, “B” is a 


advertisement for the product than “A.” 
‘dition of the war message has, we believe, 


strengthened the advertising rather than weak- 
ened it. 

This problem of how to make a product adver- 
tisement a war advertisement too, is one that faces 
every agency today. And it seems to us that one 
measure of an agency’s worth is found in the way 
it handles this double job of creating advertise- 
ments which are both effective product ads and 
effective war ads. 


If you are interested, we shall be glad to send 
you more examples of the way Young & Rubicam 
has handled this double job for many of its clients. 


Young & Rubicam, Inc. 
ADVERTISING 


New York + Chicago * Detroit * San Francisco 


Hollywood + Montreal + Toronto 
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SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


*k we THE *&® x 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


Thomas Urges 
Continued Aid 


on War Drives 


New York, Nov. 7.— Harold B. 
Thomas, chairman of the War Ad- 
vertising Council, urged continued 
all-out effort by advertisers in 


home front campaigns in a talk 


here last weekend before members 
of the Council and officials of OWI. 

Mr. Thomas has just returned 
from a two-month tour of the 
European theater of operations on 
a special mission for the Treasury 
and War departments. 
sence, Paul West, president of As- 
sociation of National Advertisers, 
has been acting chairman of the 
Council. 

Emphasizing the vast scope of 
the logistics, or supply problems, 
Mr. Thomas pointed out that “up- 
on their solution depends the for- 


ward movement of our forces and | 


the speed with which final victory 
will be achieved.’ Advertising, 
he said, is an effective method of 
“bridging the gap between the 
fighting fronts and home fronts... 

“The need for continued war 


In his ab- | 


_# ei pal goth, 


messages has by no means less- 
ened. In fact, a recent survey by 
the OWI and the Council points to 
the likelihood of at least 20 im- 
portant home front campaigns 
continuing after V-E Day. Chief 
among these are the promotion of 
war bond sales; the battle against 
inflation; merchant marine and 
Army nurse recruiting; rehabilita- 
tion of returning servicemen, and 
the conservation and salvage of 
paper, still a critical war ma- 
| terial.” 

| Guests included George W. 
| Healy Jr., retiring domestic direc- 
| tor of OWI, who is returning to his 
|post as managing editor of the 
New Orleans Times-Picayune, and 
his successor at OWI, Neil Dalton, 
assistant to the president of the 
Louisville Courier-Journal. 


Bowe Joins Teague 


Walter A. Bowe, formerly ad- 
vertising and sales promotion 
manager of Carrier Corporation, 
| Syracuse, has joined Walter Dor- 
|win Teague, New York industrial 
| designer, as an associate in indus- 
trial planning and sales problems 
| consultant. 


Advertising Age, November 12 


S.A. Co-ops Mull 
Internat’l Assn. 
for Postwar Trade 


New York, Nov. 7.—The forma- 
tion of an international coopera- 
tive trading and manufacture 
association and the eventual ex- 
change of goods between the 
Americas will be discussed at a 
conference of the Bolivarian Coop- 
erative Union in Caracas Dec. 15, 
it was announced by four repre- 
sentatives of the South American 
group now touring the United 
States at the invitation of the Co- 
operative League of the U. S. A. 
working with the Coordinator of 
Inter-American Affairs. 

The Union, representing co-ops 
in Venezuela, Colombia, Equador, 
Peru, Panama and Cuba, will also 
consider ways of developing closer 
ties between North and South 
America cooperatives. A United 
States delegation will attend the 
Caracas meeting. 

Dr. Francisco Luis Jimenez, 
president of the Union, pointed out 
that co-ops in Colombia already 
are active in production, market- 


Re 


than any other station! 


When you advertise on WGBI, 
you’re shouting right out to more than 
600,000 prosperous Pennsylvanians in 
the rich Scranton—Wilkes-Barre industrial valley. 
And you’re sure to be heard ... for WGBI is the 
biggest, most powerful station in this 
Beer” highly profitable area. 

What about other stations? All outside 

“ee stations together are hardly a whisper in this 
booming market. That’s why most advertisers 

dee - know it pays to RELY on WGBI. Ask your John 


Blair man about availabilities. 


FRANK MEGARGEE, President 


CBS AFFILIATE - 
1000 WATTS DAY - 


910 KC 


500 WATTS NIGHT 


PENNSYLVANIA 


National Representatives 


1944 


Here’s $100,000.00; 
That Is Going Beggi:,., 


7 

he Bowery Savings Bank, about two months ago, publishe 
the names and last known addresses of 381 Persons believed 
entitled 1 dormant accounts amounting t© $126,468.13. None 
these accounrs had shown deposit or withdrawal aciviry for 15 wea 


Swnce then we have found the righciul claimants w abour $) (oc 
of this money. But more than $100,000 sull is goung begging 
bas not been claimed 


‘The law requires ws to rum over unclaimed accounts w the & 
Compuroller berween November 1 and 10. Before we do this « 
doo t you take 4 look at our unclauned deposit lis? 


‘The list may be obtained without charge at any of our three off» 
Tn it may be the name of a relative or a (mend. Or even your ow 
name! Yes, this could bappen. We have records of « number 

persons who actually forgot deposits made by them or for then 


Come to The Bowery now and ask for your copy of the lis 


drop us » postcard requesring the list and we will mail ic wm y 
Help us Gad the few hundred owners of more than one hund 


thousand dollars, 2 
BOWERY SAVINGS BANK 
120 Bast 420d Sweet . 150 Bowery . Pith Avenue & \ 

New York 17 New York 15 New You > 


— 


FOLLOW-UP—In an effort to find 4 
home for $100,000 in dormant ac. 
counts still unclaimed after advertis. 
ing, (AA, Oct. 2) Bowery Savings Bank 
New York, placed this copy in New 
York Journal-American. Advertising 
produced rightful claimants to only 
$14,000 for the bank, and the remain. 
der will be turned over to New York 
state. 


ing, credit and purchasing, and 
that the first cooperatives of mu- 
nicipalities in the world have been 
formed in 62 municipalities in An- 
tiquoia. 


Jameson Names Harris 

George Harris, New Jersey man- 
ager for William Jameson & Co,’: 
Gallagher & Burton whisky, h: 
been appointed metropolitan Ne 
York sales manager for the com- 
pany, a division of Seagram Dis- 
tillers Corporation. 


To Hirshon-Gartield 

Miss Susan, Inc., New York 
maker of Tai’lure and Pace-make: 
slips, has appointed Hirshon-Gar- 
field, Inc., New York, advertising 
and merchandising counsel. 


| Good Reading 
Habit... 


Alert young Canadi 
women are in the hat 
of turning to Chatela 
for help in every fi 
of activity — for inf 
mation on home m: 
agement, cooking, ch 
welfare, handicra! 
fashions, health 
beauty; as well as « 
tertaining fiction 
articles about pe‘ 
and affairs. Circulat 
over a quarter of a! 
lion, reaching 
four English - speak 
urban homes jin Can 


shatelai 


be Conadian NOMA S 


one 


481 University Ave., Toronto - 
New York, Chicago, Montreal, 
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MIP Nis Known By The 


7 Company He Keeps | 


tefriends. This 
important group varies within itself as to individual age Aimegpme, occupation 


and cultural interests. But all possess one quali 


devoted people and home has an endurin inf@ i thet fives. 
No community can have too many@@fenese vital families Who Byithein work 


do so much to create the wealt 7 ho by sustain 


¢ they are home- 


character and worth of 


LU tial newS pal r—one Wi | 
The Dai Swill sa isfy them and finda 
is keveatidience of Chicago the advertiser in 


ome at the family fireside. 


Bytial response. That is why, for 43 consecu- 


fas carried more Total Display linage than any 


he Daily News 


other nn evening or Sunday.* Advertisers, unques- 
tionably, rank We Daily News as 


tive years, 


CHICAGO’S BASIC ADVERTISING MEDIUM 


THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFf , 
DETROIT OFFICE: 7-218 General Motors Building AN) FRANCISC YFFICE: |} 
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The July-August Hooper 
gives WSGN another audi- 
ence boost afternoons and 
evenings plus a widening 
superiority mornings over 
the other Birmingham 
stations combined. Yes,‘ 
more listeners, more cov- 
erage, and the best of all 
salable time make WSGN 
Alabama’s Best BUY Far. 


AWESIGIN 


THE NEWS-AGE-HERALD STATION 
: Call Headley Reed 


Griffith to ‘Redbook’ 


Robert Griffith, formerly an ac- 
count contact specialist with Sta- 
tion WOR, New York, and pre- 
viously advertising representative 


for Collier’s, has been appointed | 
| advertising representative for Red- | 


| book, 


G-E Promotes Sullivan 


Brendad Sullivan, since 1942 in 
promotion work for General Elec- 
tric’s Bridgeport, Conn., works, 


supervisor of the company’s resin 
and insulation materials division 
at Schenectady. 


Dell Names Scott & Co. 


Duncan A. Scott & Co., Los An- 
geles and San Francisco, has been 
appointed Pacific Coast representa- 
tive for Dell Publishing Company, 
New York. 


Directs Cooler Sales 
Harry Parish has been appointed 


frigeration equipment, Brantford, 
Ont. 


has been appointed advertising | 


sales manager of Universal Cooler | 
Company of Canada, maker of re- | 


“apt 


f, 
be 


clude the actual print order, along 
with net paid circulation, in their 
ABC statements may come up for 
discussion again at the December 
|meeting of the Audit Bureau of 
Circulations board in New York. 
The idea, a matter for possible 
committee investigation later, was 
|}advanced at a board session dur- 
ing the recent ABC meeting ~in 
Chicago. Publishers such as Mac- 
'fadden, with low returns, are in- 
terested in the innovation. 
* * * 

Though responsible leaders in the 
industry still favor joint action, 
shoe manufacturers are as far as 
ever from association advertising 
and promotion. With competition 
within the industry continuing 
keen, cooperative action has been 
| limited to such events as the Shoe 
|Fair in Chicago. 

* bd 


tk 


Among prominent business men 
| who have suggested—off the rec- 


A suggestion that publishers in- | 


}ord—that the War Advertising 


Advertising Age, November 13, 19q 


Council will have a peacetime job | 


to do is Eric Johnston, president 


‘of the U. S. Chamber of Com- 


merce. 
* * & . 
Outdoor advertising leaders in 
Canada look forward confidently 
to increased business after the 
war, and are getting set now to 
take full advantage of it. Current 
plans of the industry’s association 
call for inauguration of a continu- 
ing study of poster effectiveness; 
studies on traffic habits and gen- 
eral marketing; and research 
which is expected to lead to im- 
proved posting methods and main- 
tenance. At the recent annual 
meeting of the Poster Advertising 
Association of Canada in Toronto, 
members voted to extend the can- 
cellation period of postwar con- 
tracts to 90 days. 
oe a a 


Bakelite Corporation probably 
will be competing, postwar, with 
oldsters in the packaging field. 
Right now airplanes shipped over- 


se 


LY 


WARTIME 


PRODUCTION 


wy 


. 


in SOLID 


PEACETIME PRODUCTION 


CINCINNATI 


| 
| 


|}seas are “packaged” with a 
|of a plastic solution base 
Vinylite resins produced by | ake. 
lite. The plastic coating is a 


| ; 
|easily and quickly removec oa 
is water-resistant. Such er. 
| thin protective coats may be seq 
|after the war, to cover those ney i 
'tractors and washing mac? inex 


and even food products. 
co * * 


Following the biennial m: : 
of the Cooperative League «: the Ma 
|U.S.A. in Chicago in October. ; 
which the important recent s‘ride 
of co-ops were outlined, yo, 
expect an intensification of 

by anti-co-op groups to bring their 


point of view to bear. The Na. ji 


tional Tax Equality Association im 
Chicago, which has been fj hting be 
co-ops on the tax front for a long 

|time, expects to intensify jt, 

efforts, and oil men are among Im 
|those most seriously upset by im 
co-op expansion in the gasoline Ii 
/processing and refining fields, as : 
| well as in the retail field. U.§ : 


Wholesale Grocers Association js 
| reported to be the newest associa- 
| tion planning action to present its 


; 
/viewpoint on co-ops. 
co co 
If you keep your ear close 

enough to the ground, you can 
| hear rumblings to the effect that 
General Mills will not only ente 
the small appliance field after the il 
war as it announced recently, but 
that it will pop up as a seriously 
contender in the vegetable short- 


ening field. ie 
Little Names Western D 
Western Advertising Agency, 


Chicago and Racine, Wis., has 
been appointed to handle adver- 
tising of Little & Co., Chicago pro- 
ducer of dehydrated vegetable 
flakes and powders. 


Smelzer to Criterion 


Maj. C. Tracy Smelzer, recently 
discharged after more than two 
years of service with the Army 
Air Forces, has joined the national 
sales staff of Criterion Advertis- 
ing Company, New York. He was 
formerly president of Sound Mer- 
chandising, Inc. 


50,00 08 
WATTS 


IN WISCONSIN? 


There are no 50,000 watt 
stations in Wisconsin, the 
12th largest market in_ the 
nation, but you can have 
“Better than 50,000 Watt 
Coverage” for less than half 
of what you would expect te 
pay for a 50,000 watt station. 
Rates on the Wisconsin Net: 
work are reasonable and serv 
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THE CITIES which you'll find smart advertisers jumping into with 
their dollars, from now on, are the ones which have the easiest 
jump from wartime to peacetime production, And Solid Cin- 
cinnati is at the top of the list of such cities. For a big part of 
Cincinnati’s war assignment has been continuing to make the 
soap, clothing, shoes and other essential commodities that have 
always been the base of Cincinnati’s solidity. And that means 
a simple reconversion problem, a continuance of substantial 
payrolls and purchasing power. 


What better reason to go after this preferred market now, 
in the paper it prefers . . . The Cincinnati Enquirer? For The 
Cincinnati Enquirer has been in solid with the solid people of 
Cincinnati for over a hundred years. . 
advertising because it’s fheir paper. 


. the place for your 


SOLID C/INCINNAT/ READS 


The Cincinnati Enouirer 


For over 100 years, edited for the thinking, doing, 
earning, solid citizens of America’s most solid market! 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


ice is “tops”. Place your 
business in Wisconsin with 
the Wisconsin Network and 
get the bulk of the audience 
night and day. Let's git to 
gether to do that job in Wis 
consin. A wire or pho: cal 
will bring you’ imm dia 
availabilities at desirabli 
times. If you wan! 
program ide. >. 
have them. (00. 
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Appleton 


KFIZ 
Fond du Lac —Clearce ce 
WCLO 


Janesville —Order 
WIBU —Affiday ¢ 


Poynette- 

Madisen —Paym« + 
WRJN 
Racine 
WHBL 
Sheboygan 
WSAU 
Wausau 
WFHR | , 
Wisconsin For complete rms 
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Light Reading 


y\ the light of tomorrow you will see undreamed 
i wonders become everyday realities before your 
s. Your home will be as effectively lighted as a 
ilywood stage set—decoration, and illumination, 
O. 


en today, lighting engineers are saying that the 
andescent bulb is no more up-to-date than a 
-lung Ford. 


iat have they to offer you instead? Look: 


n electronic eye that switches on the lamps as 
Kness falls. 


‘hosphorescent light bulbs that give light with- 
being plugged into electric outlets. 


oncealed fixtures to cast soft glow around wains 
ng and ceiling mouldings. 


56 


ireplaces, bookshelves and other utility furni- 


‘TT PUBLICATIONS, INC. * WORLD’S LARGEST PUBLISHER OF MONTHLY MAGAZINES * MECHANIX ILLUSTRATED 


ture dramatically outlined in luminous panels. 


—Color schemes in lights, changed to suit you 
mood. 


—Fluorescent bathroom panels to give shadowless 
light, perfect for shaving or applying makeup, 


—Infra-red lamps that give heat without light— 
handy for heating small rooms, drying laundry, 
other household uses. 


Stair treads, banisters, doorknobs, mantels coated 
with phosphorescing substances which store up 
sunlight and glow in the dark. 


Gleaming phosphors of green, yellow, orange o1 
blue incorporated into plastics, fabrics, oilcloth and 
enamel baked on sheet metal. 


And throughout vour entire home of tomorrow 
shadowless fluorescent fixtures to flood it with light 


as soft and clear as north light through a studic 
window...eliminating dangers of eyestrain. 


The editors of Mechanix Illustrated have known 
about the above developments for months and 
even years, and have been reporting them as fea- 
tures in our editorial columns. What's more, these 
features have been collected into a new $2.50 book, 
Your World Tomorrow, which is selling by the 
thousands today. 


ou 
rd 


lhe editorial strides of Mechanix Illustrated have 
been signally recognized by advertisers. Our adver- 
Lising revenue, for the first 7 months of 1Q.44, CX- 
ceeds our total for the entire year 1943. 


* * * 
Fawcett Publications, Inc. Veu York 158 1507 
Broadway...Chicago £.; 200 N Michi i? 1 
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If it’s 


you want... 


the sale of products marketed 


Bakelite Corp. to —— _, ooteat Pa moore 
« inylite, inyseal, alowax, 

Sell All Plastics Fenox, Zyrox, éte, 

tor Union Carbide | 


No Special Advertising 
Union Carbide plans no special 
| New York, Nov. 8.—To correlate | advertising to publicize the forma- 
| technical knowledge, sales engi-|tion of the plastics group, now 
neering, research, production and|encompassing these _ sections — 
TAKE distribution methods of all its| alloys and metals, chemical, elec- 
plastics and resinous products,| trodes, carbons and batteries, in- 


A TEST 


NEW HAVEN Union Carbide & Carbon Corpora- dustrial gases and carbide, and 
tion has formed a new plastics | plastics. Rickard & Co., New York, 


group, sales activities of which | continues as agency for Bakelite 
will be handled by Bakelite Cor- | advertising. 
poration, UCCC sarah , nn 
In addition to Bakelite’s presen ‘ te 

products such as phenolic, urea Kiley Rejoins WFBM 

ini resins and plastics, that company}; William F. Kiley Jr., for the past 
oP rai re you reach will also handle the sale of poly-|19 months in the Army public 
urban and suburban popula- | ethylene resins, developed by | relations office at Stout Field, In- 
tion. Linde Air Products Company;|dianapolis, has rejoined Station 
vinyl resins, produced by Carbide|WFBM, Indianapolis, as_ sales 
& Carbon Chemicals Corporation; | manager. 
extrusion, calendering and mold- 
ing compounds; and chlorinated 2 
naphthalene compounds, made by Opens Pawtucket Office 
Halowax Products division of Advertisers’ Service Company 
UCCC. Formation of the new| has opened offices at 18 East Ave., 
group, which correlates sales ac- | Pawtucket, R. I., under the man- 
tivities of the various plastic units|agement of Nate Chernack, for- 
of UCCC, means a unification in|merly of the Pawtucket Times. 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 


“Independent Survey of Providence Bulletin 


Advertising Age, November 13. 944 


Five of 29 War 
Themes Listed 


as ‘Emergency’ 


New York, Nov. 9.—Of 29 war 
information campaigns on which 
|the War Advertising Council is 
|/now working, 23 will be continued 
| while six are now diminishing or 
|will be discontinued after V-E 
| Day, the Council announces, 
| Five of the continuing cam- 
_paigns—paper conservation, Army 
|nurse recruitment, 6th War Loan, 
| merchant marine recruitment and 
veterans’ problems—are listed as 
“emergency.” Other primary cam- 
paigns which continue are on food, 
“Share and play square,” conserv- 
ation of fats, conservation of fuel, 
economic stabilization, planned 
spending and saving, V-mail, Wac 
recruitment, U. S. Infantry and 
“stop accidents.” 

Continuing secondary campaigns 
are on nutrition, “fight waste,” 
conservation of rubber, national 
womanpower, absenteeism, Waves 
recruitment, air gunners, and se- 
curity of war information. Local 


{ 


“ 


PUBLIC SERVICE...AN 


~ 
ca 


Several years ago an unexpected frost in Southern 
California wiped out more than half of the citrus crop 
...cost orchard owners more than fifty million dollars! 
Today, California citrus growers make it their business 
to stay one jump ahead of Jack Frost. 


For five years now, it has been part of KFI’s busi- 
ness to help citrus growers do just that. 


Nightly at 8 P.M. during the frost season KFI broad- 
casts detailed frost warnings by remote lines from the 
Fruit-Frost Station of the U.S. Weather Bureau. By 
regulating orchard heating operation according to this 
service, orchard owners now beat Jack Frost to the 
punch. 


Here again is evidence of KFI’s policy of adding 
purposeful local service to its top-ranking program 
structure. Hence, KFI’s undisputed leadership in the 
rural as well as urban areas of Southern California. 


industry leaders, 


OBLIGATION, 


A PRIVILEGE, AN OPPORTUNIT 


Chad 


This unique weather chart, 
printed in four contrasting colors 
for quick reference and study, 
outlines all the temperature and 
climatic zones of Southern Cali- 
fornia, as well as frost warning 
districts. Developed by the Agri- 
culture Department of KFI in 
collaboration with the United 
States Weather Bureau and farm 


this new chart 


offers valuable factual data never 
before compiled. The United 
States Weather Bureau recently 


adopted it as the official definition 


of Southern California tempera- 
ture and climatic zones. Offered at 
the cost of 10¢ to cover mailing 
and handling, KFI’s Weather 
Chart has already 


been requested 


by thousands of agricultur- 


50,000 WATTS « CLEAR CHANNEL + 640 KILOCYCLES 


Fente ©. Qeaing, ne 


EDWARD PETRY AND COMPANY, INC., NATIONAL REP 


ists throughout California. 


RESENTATIVES 


campaigns which continue are ,, 
|}est conservation, conservati a 
'tin cans, local womanpowe; n 
|ploye turnover, and cadet e 
|recruitment. Winterizing, thi. 4) 
and the 1945 national Red 
campaign next spring, are 
paigns listed which, the C 


says, “require intensive su), j); 
for a short period of time on! 
The national womanpower n- 


paign will be discontinued — «(e, 
Dec. 1. After V-E Day the r- 


all “fight waste’ campaign b- 
ably will be discontinued, ng 
rubber conservation, emp!) yo 


turnover, absenteeism and Wo \¢ 
recruitment probably will dimin- 
ish. 

The Council urges, however, that 
“where there is a natural afiinity 
between an advertiser’s product 
and a home front problem _ | . 
such a war theme should be 
adopted by the advertiser revarqd- 
less of the relative values estab- 
lished in the classification.” 


WOAI Appoints Three 


Fred A. Peery, widely-known 
in the field of radio research and 
recently with Station WFAA, 
Dallas, has joined Station WOAI, 
San Antonio, as sales promotion 
manager. Cecil K. Beaver, assist- 
ant general manager of Station 
KARK, Little Rock, has joined 
WOAI in a similar position to 
direct national sales, and William 
E. Morgan, WOAI announcer, has 
been promoted to assistant pro- 
duction manager. 


Anderson to Levin 


James E. Anderson, time sales- 
man for Station WGN, Chicago, 
|for the past four years, has re- 
|signed to become sales manager 
of W. Biggie Levin, radio produc- 
tion organization, Chicago. 


| Coutts Boosts Porter 


| Donald S. Porter, sales manager 
'of William E. Coutts Company, 
|Toronto greeting card publisher, 
/has been appointed managing di- 
|rector. He will continue to over- 
|see sales activities. 


| 
| 
| 


, the 
OO ACTIVE 
SALT LAKE 


MARKET 
mee 


Utah has one of the high- 
est per capita ratings a3 
a radio listening market 
JOHN BLAIR & CO. 
National Representative 
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But Not to the 
Kids Over There 


Just a Breeze 


. . t 

i did it again, the paper says, this time @ 

coh’ Cee our boys are sure going to town, Bex. 

(hing’s a breeze from here on in, and please pass me 5 

ne ae ces another piece, this time snatch aN 

from a hastily scrawled, almost incoherent eg 

jeatherneck to his family in Seattle, delivered wi 

“a go know by now that we went into — 

it was awful, and only through God’s will am I — 

a. ; my pals were dropping all around me from — . pa 

as we moved in, six days and nights with har 4 4 

sleep, very litile food . .. darling, I tell you “ — 
too good for these kids out here, after this... Tm 

tired to say more now.” 


“,.. my pals were dropping all around me from Jap slugs.” 


y e of our own Seattle guys writing that. 
Which psx ho up the subject of this column, and I’m 
warning you, this will be a lightning. fast. pent + hi 
A brave and determined group of Marine mo pe = 
sons in the now-famous division out there dropped ts) : 

office to tell their problem. The mothers are going to oe | 
Christmas packages to every man in the outfit, if somebody 
" a Torchy Torrance? The former U. W. a 

fielder and prominent sports leader is morale man wi 
that division, and being special service officer —_: — 
that the courageous little red-head didn’t hit the eaches 
with his unit the other day when they smashed into Guam. 


° 94 |P 
He was in the first wave, and please Mister Censor don’t 


i ut. 
as Well Toxehy’s boys are war weary, lonesome and heart- 
sick. Hundreds of boys from this area, many of bees 
well known athletes, are with this unit. It could — 
be ealled the state of Washington’s own regiment. e 


— 


he fighting fronts. 


To arrive on time, a couple of thousand bucks = “4 
needed right now. That’s where Morning After readers!, 


come in. : - 
This is not a drive or campaign .. - it’s a —— 
ne-day appeal, and I’m promising you won't hear anothe 


hirp from this corner until we add up the returns and |; 


t 

. 
i erandest guys in 

tell you that Morning After fans are the gran ys 

the world and that they have underwritten the project. 


We have to move fast on this one. I think I know}: 


one old gaffer in our town with a face of stone and a so 
© gold who will sit down and write a check of three or va 
‘ uyes when he reads about the Seattle kids in the Jungles. 


‘ll need a few C-notes from the high-income brackets, |: 


t of tens and a whole flock of ones. (Checks made out 


the Northwest Camp and Hospital Council, which will] 
dle the fund for the mothers, are deductible from income r 


: “ |. darling, nothing’s too good for the kids out here, 
{ his.” ; 
aa on might as well go ahead and start ordering 


gifts. This is going to be a special Morning After| 


lers’ party.. They haven’t muffed the ball yet since this 


- started. and I’m telling you this money will come in| 


fast it will bring tears to your eyes. 
e 


lari m ri r fi the least |< 
‘arine mothers of our town rightly figure that ast |; 
Seattle can do is give them a bangup Christmas, with m 
gifts wrapped by loving hands bridging the wide gap to : 


. ) ‘OF the afternoon of August ninth, a group of 
f. women called on Royal Brougham, sports editor of 
The Seattle Post-Intelligencer. Delegations are 
nothing new to Royal, because he and his famous 
column, “The Morning After,” have become a 
civic institution in Seattle, to which various groups 


are continually appealing for help in everything 
from getting better playfields for the kids to raising athletic equipment 


for our fighting men. 

But this group struck a particularly warm spot in Brougham’s 
heart. Members of the Semper Fidelis Club, these women were 
mothers and wives of the gallant marines who fought at Guam, Saipan 
and other famous battlefronts in the Jap-infested islands, and to him 
they were bringing an appeal to help raise the funds necessary to send 
a Christmas package to those Pacific fighting men who otherwise might 
be told “Sorry, buddy, nothing for you,” when the mail comes in 
during Christmas week. 


On August eleventh, Brougham devoted his column 


for funds. 


“A couple of thousand bucks are needed right now,” he said, and 
“This is not a drive or campaign . . . it’s a one-shot, 


to the appeal 


one-day appeal, 
and I’m promising you won’t hear another chirp from this corner 
until we add up the returns . . .” 

And that’s just what it was... a one-day, one-column appeal. 
Nothing more was mentioned about it, and three weeks later, when 
the adding machine went to work on the checks, currency, dollars and 
dimes, it summed up the amazing total of more than $20,000! 

As a result, ten thousand Christmas packages will go overseas to 
America’s fighting leathernecks, as well as to hundreds of men in the 
other branches of the service. 

All this eloquently illustrates two things. First, that Pacific North- 
westerners have big hearts, and second, that Royal Brougham has a 


big reader audience of Pacific Northwesterners who like his column 
and take it to heart. 


His “one-column” appeal was just part of the continuing program 
of numerous campaigns which The Post-Intelligencer sponsors and 
publicizes to help our servicemen and women in many ways. These 
things which we, with humble thankfulness, are able to accomplish 
for our fighting men, are also helping to establish this newspaper more 
firmly than ever in the esteem of the people of the area which we serve. 
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28 
join Fayhurst Statf | 


Henry Ross, art director for sev- | 
eral years of Copp Clark Com- 
pany, Toronto publisher, 
joined F. H. Fayhurst Company | 
Toronto, in a similar position. 
Beryl Hyndman, formerly with| 
Spitzer & Mills, Toronto, has| 
joined Fayhurst, creative staff. | 


has | 


@ @ @ the source of daily — 
business news . . . the pref- 
erence of management men 
@ @ @ jn the greatest indus- 
trial area—the central west 


Chicago ¥ 
Mournal of 


| 
| 
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Ads Look Fine, 
But Where Are 
the Cigarets? 


Makers Won't Reveal 
Plans, If Any, to 
Explain to Public 


Chicago, Nov. 8.—If any cigaret | 
manufacturer is planning to take 
time out from his competitive ad- | 
vertising to tell the public why |} 
there is such a shortage of cigar- 
ets, he is keeping his decision a 
very dark secret. 

There are apparently a number | 
of valid reasons for the civilian 
shortages of cigarets, but Mr. and 
Mrs. Consumer would never guess, 
from the printed and spoken 


| vidual 


(or radio 


cigaret advertising, that there is 
any shortage at all. 
ers go on blithely promoting the 
super-excellence of their indi- 
products, confining their 
public acknowledgment of short- 
ages merely to incidental advise 
to “keep on asking” for your 
favorite brand if the first 
stores you try don’t have it. 

Last week ADVERTISING AGE}! 
wondered idly if some cigaret 


'manufacturer might not stop his | 


advertising-as-usual 1on g enough | 
to present at least one cogent ad 
commercial explaining 
the reasons for the shortages. It 
accordingly telegraphed eight 
leading manufacturers: 


Telegram Sent 
“In view of continued and in- 
creasing shortages of cigarets at 
retail counters, what are you plan- 
ning to do to explain situation and | 
its causes to the public? Would | 


| appreciate any statement on Causes | : 
‘of shortages and actions you are of explaining the situation to the | 


planning to alleviate them or ex- 
plain them to the public.” 


Manufactur- | 


Advertising Age, November 13 


This telegram brought four re- 
sponses (which is practically mar- 
velous in the cigaret field), but it 
failed to elicit much, if any, infor- 
mation on plans for letting the 
public in on the secret of cigaret 
shortages. 

fn 


Hartnett, president of 


150 | Brown & Williamson Tobacco Cor- 
| poration, came closest to answery- 


ing this part of the question. He 
said: 

“Continued and increasing de- 
mand for _ principal 
armed forces is primarily respon- 
sible for the civilian cigaret short- 
age. We are advising the public 
through radio commercials and 


newspapers that our men overseas | 
get one out of every three Ra-| 
We are produc- | 


leighs we make. 
ing the maximum quantity of 
cigarets in relation to available 
labor supply and see no early 
prospects for increasing output to 
meet civilian demand.”’ 

The other three dodged the issue 


public entirely, confining them- 


|selves to a discussion of causes of 


brands by | 


“Mia, the s F man is here again. . 9 


“Oh—hello, Mr. Curtis . . . my 
husband went over to Sommer’s to 
get some seeds. He'll be back in an 
hour Say—would you mind 
running me down to the church, 
and maybe help us out? I’m on the 
decoration committee. The painter 


He'll 


” 


has put on an awful color. 
probably listen to you! . . 
The SF editor, 


ecclesiastical decor, with six farms 


not versed in 


to see today, groans inwardly and 
obliges. He meets the new pastor, 
listens to the agitated committee 
and painter; tentatively suggests 
lampblack, linseed oil and drier as 
a second coat to subdue the bright 
first coat to a suitable shade; leaves 
everybody feeling better .. . drives 
Mrs. Jones home. He queries Mr. 
Jones on the new type heater in 
the brooder house, admires an im- 
provised feed conveyor, is consulted 
on fertilizer formulas —and then 
simply must stay to lunch! 
Eleven p.m. finds him leaving his 
fourth farm, and a hundred miles 
from home! 


For more than four decades, the 


SUCCESSFUL FARMING men—and 


have called on Midwest 


women 
farm families . . . Once unwanted 
evangels tainted with theory, they 
against 


struggled skepticism and 


inertia, acted as aide of the first farm 
agencies, counselled cooperation. 
Today they come as friends in the 
common interest of better farming, 
better living. The children of the 
early skeptics open their farms, their 
hearts and their books to them. 

Their forty year crusade shows 
in farms bearing many crops, no 
longer corn from rail to rail; better 
livestock, better kept; better barns, 
houses, equipment, arrangements; 
truck patches instead of tin can 
piles; conveniences and comforts; 
bank balances, risen tax receipts... 
in achievement, in satisfaction in 
farm work and farm life. 


Anp four decades of a job well 
done is evident in the influence 
SUCCESSFUL FARMING has earned 
... with 42% of the farmers in the 
thirteen Heart states, New York 
and Pennsylvania... farmers with 
the largest investment, yield and 
incomes, the largest margin over 
expense, the best ‘“‘class’’ market in 
the world today! Major medium in 
a market that rates priority withany 
advertiser sophisticated enough to 
spot outstanding sales and profit 
opportunities . . . Ask any office 
SUCCESSFUL FARMING, Des 
Moines, New York, Chicago, At- 


lanta, San Francisco, Los Angeles. 


er act 
Per eres 
i 


the shortage. R. J. Reyno! 
plied with complete quotat ' 
a wire it had sent to Interna: on.) 
News Service several day 
viously, declaring that most the 
problem stems from short: of 
| leaf tobacco, but that despite he, 
restrictions “Camel produc : 
greatly above prewar els 
Heavy demands of Arm 
Navy which should be and ; net 
|to the full extent in spite 
restricted production incres. th 
percentage of shortage in 
supply, but we are continu iy jy 
ship as many Camels for ¢)\jjja) 
|use as we have shipped fo: 
|months past.” 


Cites Same Factors 


Larus & Brother Compan, 
sounded much the same noite, de. 
|claring that inability to meet th 
| greatly increased civilian demang 
|is due primarily to leaf inventor, 
‘depletion, plus the difficult labo; 
and machinery situation. 

American Tobacco Company ad- 
| vised that “it has never been Mr 
|George Washington Hill’s policy to 
issue statements for publication 
and he would not care to do so in 
| this case.” Instead, photostats of 
three articles by Frank Adams in 
| the New York Daily News, dis- 
cussing the reasons for the cigaret 
shortage, were enclosed. 

But we still haven’t found the 
| cigaret manufacturer who is plan- 
|ning to tailor his advertising 
| the emergency situation which ex. 
ists today, and we shall probably 
go on reading highly exciting 
cigaret-shortage stories in the 
newspapers, while the cigaret ads 
in the adjoining column go peace- 
|fully on discussing fine tobacco, 
the T zone, hydroscopic agents an 
the importance of filtering you 
smoke. 


Tums Using Spots 

Lewis-Howe Company, St. Louis 
| maker of Tums, is testing spot an- 
|/nouncements in a group of maj 
markets. Spots are being pur- 
| chased out of the Chicago and St 
| Louis offices of Olian Advertising 
| Company, St. Louis. 


The Power 
of Habit 


For more than 19 years, the 
people of Southern New 
England have turned to 
WTIC for their favorite ra- 
dio entertainment. And be- 
cause these people possess a 
buying income more than 
60% in excess of the national 
average, they comprise 4 
market which no wise adver- 
tiser can well ignore. When 
you make up your next ap- 
propriation, remember this... 


In Southern New Eng/and 


| People are in the Habit 


of Listening to WT" 
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7 : . : jand magazines, starting next s ing and would cost $1,020,000,000. | He succeeds the late W. E. Mac- 
Ss 4 'e} Series Will frescos) - re ee — REA Outlines Each newly-connected farm will | farlane, who was head of the MBS 
re Y proof” and “stall-proof” airplane. spend on an average of $145 for executive committee and business 
a Promote All-Girl Ercoupe is a two-place plane 5-Year Program wiring and $400 for appliances |manager of the Tribune at the 
" Ss h ] with Bagel ering gear, oa f R l H and equipment, REA believes. In | time of his death. 
: «77 |pected to sell after the war for | addition, 35% of them will install 
wet Flying cnoo | about $2,400. The average person, | or ura omes pressure water systems and) 
ek: ME Eas. St. Louis, Ill., Nov. 8.—To|it is claimed, can learn to fly and| Washington, Nov. 8.—A five-| plumbing at a cost of $225. 
snd fant e establishment of the na- | land an Ercoupe in five hours. Col.| year rural electrification program| Expenditures for wiring, appli- 
wnssnios irst all-girl resident flying|Henry A. Berliner, chairman of| that would create a $5,546,285,000 ances and plumbing may reach 
oustiiech the Alabama Institute of | the board of E. & R. Corporation, | outlet for goods and services and’ $2,026,000,000, REA says, and re- 
the MEA‘ utics—an affiliate of Parks | is one of its inventors. | provide service for 3,655,000 rural | quire 1,013,000 man years of labor. | 
ian MAID lege here—will start an in- = homes was proposed by the Rural|In addition, rural homes already | 
+, Mater ad campaign with the Fi J in CAB Electrification Administration in a/ getting electrical service may 
Vics Ta issues of aviation pub- ive join preliminary draft of its postwar|spend $2,500,000,000 for wiring, 
any faglications. | Advertisers and agencies re-| plans last week. new electrical equipment and 
_ T school, to be located at|cently named as members of the The report states that more than | plumbing. 
Tus osa, Ala., will - | nee ge te hes Broad- | 6,344,000 occupied rural homes do —_——— 
t( nary aeronautical ground/casting include Eversharp, Inc.,| not have central station electric . . 
sch subjects and flight instruc-|Chicago; Hall Brothers, Kansas | power.today, but 3,655,000 of them Appointed MBS Director 5 
any ftions in conventional aircraft and | City, Mo.; J. M. Korn & Co., Phil-| can be served within five years by| Chesser M. Campbell, advertis- =. 
» de- Ba hc the Ercoupe, the “personal | acelphia; American Home Prod-| extensions from existing power|ing manager of the Chicago Tri- ie 
t the Mjane of the future.” Parks Air | ucts Corporation, New York, and systems. bune, and a director of WGN, Chi- Ss 
mand #¥<ollece, an aeronautical engineer- | Franklin Bruck Advertising Cor- The lines would be constructed | cago, has been elected a director The Mogazine of Architecture Hl 
ntory HH ng titution, limits its enroll-| poration, New York. by both public and private financ- of Mutual Broadcasting System.| & sagt Sool Sana A - 
labor HF yent to men students. 
The AIA program calls for full | 
y ad- Mnaces in Air Trails, Air News, Air- | 
| Mr. raft Age, Flying Aces, National | 
yt \eronautics and Southern Flight. | 
ation parks Air College itself is a con- | 
SO in @-jstent advertiser, using space in | 
its of Hinese and other publications. Its e 
Ns in@#-yrrent series includes an appeal | : Gece a oe 4 “Rig ke: a i amet Se eee 
dis- ervicemen to take advantage | a Bec Sin Ni ee a 
saret the G. I. educational rights. enna 


‘Parks advertising, directed by | 
1 theirrank Maher, also is being used to | 
erald the opening of the Parks | 


INVITING ADVERTISING 


ng tM ircraft sales and service fixed a AGENCY EXECUTIVES a 
€X+#M ace operations at airports in East | : a 
Oadly— s+ Louis, Tuscaloosa, Kansas City, | a : — 
‘UNSER indianapolis and Chicago. Mr. | 7 TO GIVE FAS HION THE 4 
n the@M™vaher said this campaign to make : : ey 
 adsMicnown the five fixed bases—and | — % +’. 
ace 19 others planned within the next ee ain 
pace r throughout eight states—will aca ‘ i . 
S an ntinue to expand and will be (ji ae Ba seal ic 
you mplemented by direct mail. They Re oe fe Re ee bse 
be used for the sale of the 

Ercoupe and the servicing of all , 

uircraft 
Loui ff STALL-PROOF” PLANE 


WILL BE PROMOTED 

Riverdale, Md., Nov. 8.— Engi- | 
neering & Research Corporation | 
has appointed Pettingell & Fenton, 
New York, to conduct a six-figure | 
national campaign in newspapers | 


For the advertising agency that has 
planned to enter the fashion field, the time 
was never better than now. We believe an 
analysis of the potential that is here will 


| reveal many account possibilities for a 


considerably less than some of the indus- 
tries that rank much lower in wholesale 
volume. 


It is true that many of the nation’s adver- 
profitable source of new business. tising agencies specialize in fashion ac- 
counts, but it 1s also true that the number 
Would you like your “new business” to 
be in (1) a long-thriving industry, (2) 
where volume is large enough for exten- 
| sive programs, (3) where the industry's 
| leaders are highly advertising minded, and 
| (+) where there is a definite need for more 
| 


of agencies in textiles and apparel is rela- 


tively small compared to agency repre- 
sentation in other industries. 


Amazing new developments, which are 


certain to bring startling changes in man- ‘ 

- ° e e ° - ie 

; , am i 3 ufacture, distribution and marketing of . 
agency-directed promotion? Then it is naga : 5 
fashion merchandise, find more manufac- 


most likely you will want to choose the 


. ; ‘ turers and processors with many things 
one industry that gives you all four. , ° 


they should be telling retailers and con- 


| When you apply this “new business” test sumers. They have need for experienced 


‘ to fashion and to its broader division of agency direction tor their advertising 
11S... ‘ . > . . e ogee > no MAT tAKte 
| textile and apparel, you find this industry programs as never before. 
land 61% of Oklahoma's one of the most inviting for agency ee ' ree 
it Industrial workers are efforts Consider these points as you give fashion 
VT" in the Tulsa Market your agency's “‘new business” test. We 
yrea (consisting of PS . : —— . ee : a ae 
a 35% of Oklahoma's Ii Though second in size among America’s believe a will a to the conclusion 
j and area). major industries, and although most ac- that here, in America’s 7 billion dollar 


This industrial advan- tive in an advertising sense (as shown by industry, is potential that warrants im 


7 tage is another rea- its leadership in retail newspaper linage ), mediate agency action, 
on why the Tulsa , —— : 

| sree is Ollshome's textiles and apparel is far behind other 
No. | market. 


industries in national trade and consumer 


aw To cover this market advertising. It does only one-eighth as / W\ fone 
iF cing ance much national advertising as foods and yd 
; lanketing this area, 
rE | us rich bonus coun 
s in Missouri, Kan 
s and Arkan 
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Foundation Plans 
Readership Study 
of Farm Papers 


New York, Nov. 9.—Agricul- 
tural Publishers Association has 
put up $25,000 to finance pilot 
studies by Advertising Research 
Foundation to “develop a satis- 
factory technique for correctly 
measuring what farmers read, how 
many read, and in general to find 
out all there is to know” about 
farmers’ reading habits. 

This third major readership 
study by the foundation — the 
others are On newspapers and 
transportation advertising — will 
be supervised by an administrative 
committee headed by Howard D. 
Williams, vice-president of Erwin, 
Wasey & Co., and composed of 
W. E. Boberg, the Farmer; Stuart 
Peabody, the Borden Company; 
C. A. Baumgart, Successful Farm- 
ing; C. L. Reisner, De Laval Sepa- 
rator Company; H. H. Dobberteen, 
Benton & Bowles; A. C. Seyfarth, 
International Harvester Company; 
W. G. Smith, Ruthrauff & Ryan, 
and Philip Zach, Capper Publica- 


tions, Inc. 

The administrative committee, 
said A. W. Lehman, managing | 
director of the foundation, is now | 
preparing an outline of the specific 
objectives of the study. “As soon 
as these objectives are fully de- 
fined, the committee will proceed 
with the development of specifi- 
cations, pilot studies, etc.,’’ he said. 

The foundation is jointly con- 
trolled by the Association of Na- 
tional Advertisers and the Ameri- 
can Association of Advertising 
Agencies. 


NAB Directors Schedule 
Chicago Parley Nov. 14-15 


Directors of the National Asso- 
ciation of Broadcasters will meet 
in Chicago Tuesday and Wednes- 
day, Nov. 14-15, with further dis- 
cussion of the proposed station 
circulation plan as an important 
item on its agenda, President J. 
Harold Ryan announced last week. 

Other matters which the board 
will discuss include the associa- 
tion’s budget for 1945, a projected 
series of regional meetings and a 
report on the FCC allocations 


hearings. 


Return of Admen 


to Prewar Jobs 
Aim of Ad Group 


Chicago, Nov. 7.—The Advertis- 
ing Agency Clearing House Com- 
mittee on Veteran Reemployment 
for the Chicago area, which met 
last week to consider the impend- 
ing problem of bringing back into 
the agency field those who have 
been in the armed forces, will 
mail a copy of a committee-ap- 
proved plan to all agencies in the 
Midwest, it was announced. 

The plan was evolved to meet 
the legal requirements which have 
been laid down by the govern- 
ment, as well as the human prob- 
lems which are involved in the 
personnel changes that will take 
place when agency personnel in the 
services return to their former oc- 
cupations. The committee pointed 
out that “this important responsi- 
bility and the very real problem 
of money liability which attends 
it, faces nearly every agency in 
the country.” 

The committee is composed of 
A. H. Fensholt, chairman, of the 


| Fensholt Company; E. A. Miessler, | 


| 
} 


| 


Recorder 


dia... 


The SKEPTICAL 
SALES MANAGER 
and the Enthusiastic 


Readers 


The Right Way 


NCE upon a short time ago there 
was a sales manager for a quality 
shoe manufacturer who didn’t think 
much of trade papers as advertising me- 
. even the Boot and Shoe Recorder 


tomorrow. 


. .until he went calling on his shoe mer- 


chant and department store customers to 
. .. during 


discuss postwar planning 
which trip, 


meant to them. . 


and Shoe Recorder . 


at our request, 
dealers to find out what the Recorder 
.. The result is a con- 
sistent schedule of advertising in Boot 
. . simply because he 
discovered that merchants and buyers 
read the Recorder with a ‘‘greedy inter- 


make this statement ... ‘I don’t see 
~ how we can afford to be out of a publica- 
tion that is so eagerly and seriously read 
by the trade’. . . a conclusion that some 
other footwear sales executives and ad- 
vertising planners may ponder on — and 
do something about . . . for better selling | 
today and ir. the intensely competitive 


BUSINESS PAPER ADVERTISING SCHEDULE 


BOOT & SHOE RECORDER 


wMontTH SPACE 


he quizzed 


JANUARY.....1..2 COLOR PAGE _ 
FEBRUARY._..__. 1..2 COLOR PAGE 


est’’ that prompted the sales manager to 


_ BOOT and SHOE 


A Chilton @ Publication 
‘100 East 42d Street, New York 17, N. Y. 


MARCH.....__1.2 COLOR PAGE 


APRIL___. 2 PAGE SPREAD IN 2 COLORS 
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of Needham, Louis & Brorby; Les | 
Moseley, of Foote, Cone & Belding; | 
J. H. North, of Aubrey, Moore & 
Wallace; Paul Keenan, of Dancer- | 
Fitzgerald-Sample; and Edna M. 
Johnson, committee secretary, of 
the Fensholt Company. 

Melvin Brorby, of Needham, 
Louis & Brorby, and Fairfax M. 
Cone, of Foote, Cone & Belding, 
are ex-officio members of the com- 


mittee. 


Schick, Inc., Produces 
Shavers, Not Blades 


It was mistakenly reported in | 
the Oct. 30 issue of ADVERTISING 
AGE, in an item on_ personnel 
changes at Schick, Inc., and Schick 
Service, Inc., that Schick has been 
using newspapers to inform con- 
sumers that Schick razor blades 
were back on the market. 

According to a letter from Ken- 
neth C. Gifford, president of 
Schick, Inc., his company, ‘“‘whose 
peacetime efforts are devoted ex- 
clusively to the manufacture of 
the Schick electric shaver, is not 
affiliated with any other company 
in any way.” Magazine Repeating 
Razor Company, New York, is the 
maker of Schick razor blades, and 
is the company referred to as 
running the consumer newspaper 
drive on that product. 


Joins Hartford Agency 

Mrs. Marian Hatch, recently ! 
with Lane-Freiberger RATERS | 
Agency, Denver, and a former as- } 


/sociate promotion manager of Dell | 


Publications, New York, has joined 


ithe radio department of Baker,! advertising with Evans Asgo- 


Cameron, Soby & Penfield, Inc., | 
Hartford, Conn. | 


< gi ; j 


MEMORABLE —This 600-line news. 
paper ad opened a campaign series 
for Rubsam & Hormann Brewing Co, 
Staten Island, in nine metropolitan 
papers. The campaign is scheduled to 

run indefinitely, every other week, 


———e 


Fenton Opens Office 
Mildred Fenton, former show 
and script supervisor of Ted Bates, 
Inc., and previously with Blackett- 
Sample-Hummert, New York, has 
opened her own radio production 
company in New York at Madison 
Ave. and 63rd St., to create and 
package radio shows and serve as 
consultant on radio production. 


To Evans Associates 
Independent Pneumatic 


Tool 


Company, Chicago, has placed its 


ciates, Chicago. Trade publications 
and direct mail will be used. 


at 


Women around un Fargo— 


Who’re you crazy 
about, Simanthy? 


crazy about those 
smart, smart men 


Ooo-h-h-h! Fea . 


at WDAY'! 


fess = 


= 


farm within 100 miles — get most of their house 
world news from WDAY. So do the men, foi 
matter. But WDAY knows who spends thes 
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CMA Will Tackle 
Peace Problems | 
ai N. Y. Meeting 


vy York, Nov. 9.—Grocery 

facturers of America will 

various viewpoints on the} 

em of “finishing our war job 
’ reparing for peace”’ at its an- 
nual meeting at the Waldorf-As- 
{ here Nov. 20-21. 

rence Francis, chairman of 


the board of General Foods Cor- 
poration, will discuss manufactur- 
ers peacetime problems, and 
Frenk Lunding, president of Jewel 


Tea Company, Chicago, distribu- 
tors’ peacetime problems. Charles 
Wesley Dunn, GMA counsel, will 
speak on postwar application of 
the Sherman anti-trust law, and | 
Murray Shields of Irving Trust| 
Company, tomorrow’s economic 
trends. 

One manufacturer will tell what 
his company is planning to do for 
returning veterans, and Dr. Claude 
Robinson, president of Opinion Re- 
search Corporation, will present 
findings in a survey of opinions of 
returning veterans on manage- 
ment 


A. C. Nielsen of A. C. Nielsen 
Company, Chicago, will report 
findings in a study for GMA on 
“what’s going on in the grocery 
store?” Lee Marshall, director of 
the War Food Administration, will 
discuss food supply prospects. 
Representative Clifford Hope of 
Kansas will speak on postwar food 
problems from the legislative 
angle. Paul S. Willis, president of 
GMA, will analyze the operations 
of grocery manufacturers in wars | 
time. | 
First report on the GMA public 
information program, authorized 
last June, will be announced by 
Hanford Main, president of Loose- | 
Wiles Biscuit Company; Stuart 
Peabody, advertising director of 
the Borden Company, and Mabel 
Flaniey of Flanley & Woodward, 
who has been engaged in a special 
study on descriptive labeling. 


Appointed Ad Manager 


A. A. Montgomery, formerly | 
Ontario advertising representative 
f Sanitary Engineer, Plumber & 
Steamfitter of Canada, Toronto, 
has been appointed advertising 
manager of the publication. 


Two Accounts to Arndt 


John Falkner Arndt & Co., Phil- 
adelphia, has been appointed to 
direct advertising of San Soy 
Product Company, manufacturer | 
of soy bean food products, Phila- | 
delphia and Royersford, Pa., and 
of United States Gauge Company, | 


Sellersville, Pa. 


Reach These 
Responsive 
‘Purchasing Agents" 


reensboro, N. C., is easily 
e No. 2 Market in the Caro- 
as . . . in retail sales and 
population. 


big cities are in the count 
. and Greensboro leads for 
ample, in “women-buyer'’ 
s, such as foods, drugs. 

at to do with No. 2—well, 
h a 45% coverage of the 
nen of both ABC City and 


ail Zones. 


NN & KELLEY, INC. 


Vational Representatives 


S EVENING EXCEPT SUNDAY 
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‘Two Join Ludgin ‘Tests Marking Devices = fiS. | The campaign po agg cy Delco Names Hutchins 

John Lauer, formerly with W.W.| A test campaign for Chicago | ysing newspapers, business publi- Delco appliance division of Gen- 
Garrison & Co. , Chicago, and Mar- | manufacturers of marking devices | cations and radio. eral Motors Corporation, Roches- 
shall Field & Co., has joined Earle | has been launched in local media ee ter, N. Y., has named Hutchins 
Ludgin & Co., "Chicago, as art|by James A. Greig & Associates, |. . ’ Advertising Company, Rochester, 
director. Katherine Mayer, for-|Chicago. The campaign stresses | Tratfic World Moves to handle its account. Media used 
merly associated with Federated wartime work and uses in industry Traffic World, New York, has|include magazines, newspapers, 
Stores, has joined Ludgin’s copy|of marking devices such as steel| moved to larger quarters at 122|farm and business papers, direct 
staff. | dies, rubber plates, seals and sten-/|E. 42nd St., New York. mail and dealer helps. 


The “BIG 3” wraps up | 
America’s great new POST- 
Ww 


AR MARKETS fer you! 
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Auto Makers Build 
Up Dealer Setups 
for Postwar Fight 


Liberal Franchises, 
New Services and 


Training Offered 


Detroit, Nov. 9.—The fortifica- | 
tions and emplacements for an- 
other spectacular battle are being | 
plotted and constructed, with the 
automobile selling field as the area 
for conquest. New tactical and | 
strategic preparations are being 
made for the postwar economic | 
assaults on the nation’s pocket- | 
books by a newly recruited army 
of motor car and truck salesmen. 

That the lines of battle are being 
tightly drawn, and are far re-| 
moved from the old theories of 


warfare in this broad field of 
peacetime economic endeavor, is 
obvious. Evidence abounds that 


there is being concentrated, under | 
the aegis of the various manufac- | 
turing units of the motor industry, | 
the largest and most thoroughly | 
equipped selling force in history. 

Since 1941, many dealers’ and} 
distributors’ selling organizations | 


have disintegrated. Because sales- 
men, for the most part, were| 
younger men, many have gone 


into the armed services or related | 
fields. Others found relatively | 
good paying jobs in war produc- | 
tion. These are now being re- 
cruited for a return to postwar 
selling jobs. 


Salesmen Needed Badly 


It is getting the dealers’ selling 
organizations back into the fold | 
for the job of merchandising motor 
vehicles, parts replacements and 
accessories that is causing sales | 
managers of the industry’s home | 
offices most of their current head- 
aches. Dealer mortality during the | 


|merchandisers in the 


|remodel existing quarters. 


war period has not been overly;a school for training sons of deal- 


devastating to future 
running anywhere from 5 to prob- 
ably as high as 50% for two or 
three companies. 
offices are worried about is get- 
ting back into their field organiza- 
tions the former salesmen best 
trained to garner their full share 
or more of the postwar motor car 
market which some executives ex- 
pect to see topping 6,000,000 unit 
sales annually a few years after 
the war ends. 

All available 
authoritative spokesmen 


information from 


handled the great bulk of the sales 
of prewar cars and trucks have 
been held intact by their respec- 
tive company affiliates. Thus, D. H. 
Ahrens, Cadillac sales manager, 


planning,/ers to assume business responsi- 


bilities of their fathers, as well as 


‘one for the training of returned 


What the home | 


war veterans to sell Ford Products. 
Expect No Automatic Sales 


The sales end of the industry 
is by no means complacently sit- 


| ting back and waiting for a sellers’ 
|market on a first-come-first-served 


indicates | 
that dealers and distributors who | 
ithe business available. 


reported last week that distribu- | 
tors and dealers who handled more | 


than 97% of Cadillac sales volume 
in 1941 are still in business, “‘bet- 
ter managed, better financed and 
able to handle a great increase in 
volume after V-Day.’’ While the 
Cadillac percentage retained may 


be high, it serves to indicate that | 


have gone to 
keep their key 
field from 
over to 


the home offices 
great lengths to 


folding or going 
other company. 
. 
Seek New Dealers 
In the meantime, company exec- 


|utives are doing all they can to 


attract new dealers for unserved 
territories when production is re- 
sumed. Several companies have 
created new franchise contracts, 
offering higher discounts and many 


other new concessions. Several 
companies, including Nash and 
Studebaker, have gone so far as 


complete architectural 
layout serv- 


to furnish 
and shop-showroom 
ices 
plan to set up new 
have established dealer 
councils to confer with company 
executives on production, design 
and sales policies. 

Schools for salesmen and shop 
mechanics have been set up under 
home office sponsorship and main- 
tenance. Ford, for instance, has 


“Akron's alertness, 


magnitude in retail 


you. From Akron stems one 


tail outlets scattered all over 


dwelling from the city. It 


busine 


—Robert A. Ward 
Editor Distribution Newsletter : 


Nor was he wrong. Not one bit. And this may surprise 


systems in the country. The Rubber Industry has more re- 


could jam into Akron, even if you removed every private 
is a multi-multi-million-dollar 


that employs possibly a half million persons. 


This same alertness and aggressiveness is what 
makes Akron such an amazing market . . . one 
you cannot afford to overlook in your War-Time 


and Post-War selling program. 


aggressiveness and 


selling is amazing!" 


of the greatest distribution 


the United States than you 


Represented by: 


STORY, BROOKS & 
FINLEY 


New York Philadelphia 


Cleveland 


Chicago 


Los Angeles Atlanta 


some | 


intended to aid dealers who} 
facilities or | 
Some | 
advisory | 


basis. There is a keen real'zation 
that, however large the production 
and sales totals of the postwar 
market may run, each company 


/made with tools, dies and other 


| planning activities of the respec- 


| partments. 


has a selling job to do to be as-| 


sured of getting a fair share of 
The more 
salesmen a dealer can put into the 


field, the more sales for the com- | 


pany’s product. No company wants 


|large volume sellers in addition to 


| 
| 


to be caught in the postwar mar-| 


ket with an undermanned selling 
force, lest his competitor grab all 
the business in sight. 

Along this same line, no com- 
pany wants to be caught, when 
peace comes, without car models 
which will have the ultimate pos- 
sible buyer appeal. All manufac- 
turers have popular priced de- 
signs in some stage of preparation 
for the secondary phase of pro- 
duction which will follow the ini- 


|/resumption of 
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tial offerings of the industry to be 


prewar equipment reposing in 
storage yards under tarpaulin 
night-shirts and liberal applica- 
tions of grease. 

Practically all of the existing 
car manufacturers have shown 
their selling organizations contem- 
plated designs for these secondary’ 
phase cars to indicate the forward 
tive engineering-designing de- 
Thousands of car- 
starved dealers will be waiting to 
welcome anything in the way of | 


standard models. The industry’s 
best market has always been the 
mass market, more than a luxury 
or class market. 


Quotas to Be Higher 


It can be expected that, with | 
production, car | 


| dealer quotas as fixed by the fac- | 


tory will be from 50 to 100% | 
higher than in normal years if the | 
industry is to attain the talked of | 
goals of 5 or 6 million output in| 
the more remote stages of the sell- | 
ing program. There has been some | 
pulling and hauling under cover 
among the sales managers of com- 


peting companies to induce 
switch-overs, but not much 
direction has materializ: 


many instances, however, top 


executives of the home office 
panies have quit their jobs t 
on dealer or distributorshj 
previously uncovered ter 
or to replace sales outlets 

were discontinued after 

Harbor halted car. prod 
They sense the big profits 
bilities. 

Every available source of } 
tial car selling power is 
scrutinized by the industry’ 
managers with a view to ré 
ing their field forces for px 
use. Returning veterans, 
with new technical traini: 
sulting from experience gai) 
mechanized warfare, are ex 


| to be a prolific source of ca 
Many war plant 


ing talent. 
Pployes are expected to turn 
potentially profitable sellin; 


when the factories start red 


employment to peacetime 

Even “Rosie, the Riveter,” 
find a place in the sales « 
the industry when 
plant workers are let out. 


The nation’s existing dealer s 
up is figured to be around 30,000 


women 


144 
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nst some 45,000 in 1939, the 
ing year in which 3,577,000 
s were sold. Doubling of a 
year’s production, such as 


r fourth year after the war’s 
ould place a proportionate 


Pa Sa on dealers to provide a| 


isatory selling force ade- 
) the expanded job. Exist- 
Jlers must provide this ex- 
force, otherwise a flock 
dealers will undertake to 
the unsold quotas. It is 
by some observers that the 
\l be over before a majority 
of ex sting dealers are ready for 
var the rected sales boom to follow. 
ers are finding it difficult, 
‘port, to locate selling expe- 
ence Which can be signed up now 
ted Mfor future markets. Disposition of 
1] nost salesmen now available is to 
round for best commission 
cts, whether it be in auto- 


eld nobiles, refrigerators, housewares | 


of a variety of new prod- 
hich are being promised for 
; uture delivery. The only good 
if irgsument in this connection is the 
act that commissions from motor 

ehicle sales lump far larger per 

et- init than can be realized from 
000 olume 


in some quarters for the | 


sales of lower priced but) 
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|more easily sold items in which 
| there has been a dearth of supply. 
Thus, the industry, while setting 
| the home factories in readiness for 
the go-ahead on plant reconver- 


sion, is also doing a lot of mission- | 


ary work among dealerships in 
getting them busy on providing 


/adequate selling forces, new and | 
|enlarged repair shops, and more| 
attractive sales rooms. There still | 
iis a lot of organizational work to | 


|be done before the industry can 
|again function at full 


|tation of a car-hungry world. 


GOP Radio Men. Resume 


Posts with Duane Jones 

Henry R. Turnbull and Mark 
| Larkin, radio director and director 
of radio publicity, respectively, 
for the Republican National Com- 
mittee, have resumed their pre- 


vious positions with Duane Jones 
Company, New York, agency 
which placed all radio time for 


the committee during the recent 
presidential campaign. 

Mr. Turnbull is chairman of the 
agency’s plan committee, and Mr. 
Larkin is director of publicity and 
promotion. 


speed in| 
| supplying the individual transpor- ; ; 
|charge of campaign planning and 


MBS Tells 10-Year Story 


Mutual Broadcasting System, 
celebrating its tenth anniversary 
this year, has issued “Ten Telling 
Years,” an_ illustrated booklet 
covering the decade’s most note- 
worthy events as “retold by air- 
historians” of MBS. Highlights of 
Mutual’s personal history make up 
the last section of the booklet. 


Agency Promotes Cook 
Clement W. Cook, recently in 


public relations departments of 
Canadian Advertising Agency, has 


| been appointed manager of its 
| head office at Montreal. 


Forrest joins CBS 


Paul Forrest, recently with 
|Homer Griffith Company, Holly- 
wood radio representative, has 


joined the Columbia Broadcasting 
System as sales merchandising 
manager for Columbia Pacific Net- 


work and Station KNX, Los An- | 


geles. He replaces Jack O’Mara, 
who has joined the Blue Network 
as sales promotion manager in 
Hollywood. 


Fawcett Appoints 


McCann, McGivena 
Fawcett Publications, New York, 
has appointed McCann-Erickson, 
Inc., and L. E. McGivena & Co., 
New York, to handle advertising 
and public relations, effective Jan. 
1. McCann-Erickson will handle 
periodical and institutional adver- 
tising, and serve as consultant on 
promotion and public relations for 
all Fawcett periodicals except Life 
Story and True, which will be 
handled, both in consumer and 
trade publications, by McGivena. 


To Direct Can Research 
James A. Stewart, vice-president 
in charge of packers’ can manu- 


facture of American Can Com- 
pany, New York, has been ap- 
pointed to head the company’s 


newly formed research and devei- | 


| opment department. 


‘Milbank Rejoins McCann 


Robbins Milbank, formerly man- 
ager of the Young & Rubicam San 


Francisco office, has rejoined the | 


San Francisco office of McCann- 
Erickson, Inc. 


295. 


NEW YORK + CHICAGO » PHILADELPHIA - CLEVELAND -« BOSTON - ST. LOUIS - 


en a nation’s sky and thunder its impending doom. Only when 
we've bought every last bond we can afford, dare we say we’ve 


done our best. Let’s break the backs of those bondadiers! 


Buy extra bonds of that popular $100 variety! Bonds of every size keep 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


1894-1944 
+S 


bombs screaming down upon the retreating Japs. It’s our money that gets 
food and guns and ammunition to those eleven million men and women of 


ours. It’s our job to buy more of the biggest, toughest bombers ever to dark- 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO 


... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


CINCINNATI » ATLANTA 
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In the army, when there's need 
for speed, Sgt. Whoosis yells 
"On-n the double!" and his men 
step on it—but f-a-s-t! 


In Home Furnishings, there's need 
for speed, too. News develops 
fast . . . reconversion ... 
products . . 
new outlets. Home furnishings 
retailers and manufacturers alike 


want news ON THE DOUBLE. 


new 
. mew resources... 


Within a few hours after new 
developments are announced, 
everyone in the home furnishings 
fields will be reading about it in 
the current twice-as-fast RETAIL- 
ING—the ONLY home furnish- 
ings NEWSpaper. 


EACH ISSUE WILL 
CONTINUE TO COVER 
NEWS OF ALL 8 


HOME FURNISHINGS 
INDUSTRIES 


On the double — already the 
fastest source of home furnishings 
information — RETAILING can 
blaze this new speed trail be- 
cause it is a NEWSpaper, with 
access to all the facilities of a 
complete printing plant that pub- 


lishes two daily newspapers. 


RETAILING 


HOME FURNISHINGS 


A Fairchild Publication, 8 E 
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Dealer Association to JWT Allen Account Placed 

The Arizona Ford Dealer Ad- Allen Electric Company, To- 
vertising Association has appointed | ronto, electrical equipment con- 
the Los Angeles office of J. Walter | tractor and dealer, has appointed 
Thompson Company to handle its| Alford R. Poyntz, Advertising, To- 
advertising. |ronto, to direct its advertising. 


ald Advertising Agency, Toronto, | 


has joined the Toronto office of J.) Albert P. Randolph has been | 
advertising | . 
senior writer. and sales promotion of Penn Mu-| 19 November Acs 


Company, | 


Walter Thompson Company, as a|appointed director of 


‘tual Life Insurance 


Philadelphia. 
Mr. Randolph has 
sales promotion and 


office at Philadelphia. 


Richard D. LaFon 


has joined Rex W. Wa 
vertising manager of 
troleum and Petroleo 
New York. 


Borden Company, 


Noyes & Sproul, Inc., 
agency specializing i 
medical advertising. 


Advertising Age, November 13, \94 


‘Sharp Joins JWT, Toronto | Randolph to Direct 
John Sharp, formerly with Ron- Penn Mutual Advertising| 


been with 


Penn Mutual since 1930, and for 
the past three years has directed 


direct mail 


activities of the company’s home | 


LaFond Joins Wadman 


d, formerly 


director of public relations for 
Sperry Products, Hoboken, N. J., 


dman as ad- 
World Pe- 
Del Mundo, 


Borden Appoints 


New York, 


has placed the prescription prod- 
ucts division of its account with 


New York, 
n ethical 


Ingersoll Revec!s 


| watches, currently 100% en geq 


Sa SS Wray 


and gas refrigerators among 


a5 Sat 


to buy. 30°) of these now own a re- : 
frigerator. (Cities— over 2,500 pop.). 

@ In towns | in every 4 families intend 
to buy. 10°; of these now own a refrig- 
erator. (Towns—less than 2,500 pop.). 
@ On farms 1 in every 3 families intend 
to buy Only a very few now own a re- 
frigerator. 


is almost 7 years. 


esota Poll’ sug" 


How many new Refrigerators 
will Minnesota buy after the war? 


MINNESOTA POLL* finds huge postwar market potential for electric 


The average age of refrigerators owned by Minnesotans 


Bit a 


Gopher State’s 735,000 families. 


/ = a 
a i," iy “ih ae 
annl Vly ay | Ky 
tt 1 » a : Za 5 © — 
4 a q = _— > = 
a a S — k 
2. 42,900 now own : 4. 8,680 intend to 5. 71,610 intend to 
one, intend to pur-  :_ purchase a gas refrig- peenes an electric 
chase another. : erator. efrigerator. 
. ath i, 
: \ lIAN 
= ;A> ae 
—_ b = 
27a NS = ™~ 
: 1. 217,000 families intend 3. 174,100 do not now : 6. 136,710 don’t know whether they'll buy a 
to buy a refrigerator after ownone, butintendto :_ gas or electric model. 
; the war. buy one. ; 
BY MARKETS: : BY ECONOMIC LEVELS: 
! e@ In cities 3 in every 10 families intend : e In top economic level 1 in every 4 families intend to 


buy. Of these, 66° now own a refrigerator. 


e In above average group 1 in every 5 families intend 
to buy. Of these, 50% now own a refrigerator. 


e In middle class group 2 in every 7 families intend 
to buy. Of these, 25°% now own a refrigerator. 


@ In lowest economic level 1 in every 3 families intend 
to buy. Only a very few own a refrigerator now. 
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Timex Principle 


New York, Nov. 7.—U. S. ‘im 
| Corporation, peacetime ma 
turer of Ingersoll clock 


in precision instrument wo fi I 
the armed forces, is using | (99. HP 
|line ads in 300 newspaper; MM 
throughout the country to ang ™ 
nounce the “Timex” princi; ust 
This principle, to be incorpo.  ™ 
rated in Ingersoll clocks o! the a 
fort 
; a pal 
: Sorry, can't 7 
: tell you all now, but. ~ 
Pe fore 
7 1 
. urb 
; oth 
. The 
grol 
: : in 1 
ae: W 
: > \ am 
. ) Re stal 
; tm | made 
. delieve it/” “posible” repre 
© sie bond 
. =~ ropo! 
‘ week 
P addit 
; elea 
throu 
spons 
Lal 
igne 
pace 
Cigal 
porat 
the I 
Othe 
rapid 
Th 
s $4 
natio’ 
The « 
s $3 
BREE Wore, tees winter, Sng end cee dati, tg den bo U. s 
ui. 
future, will make time pieces de- J exce; 
pendable to 99.93% accuracy and @ ber, 
will dispel the cause of most com- § Corp 
mon clock failures. The “Timex new 
heart,” as the technical innovation & with 
|is called, will also make clocks based 
| virtually soundless. of 1! 
Running through November, the MM page 
|ads are captioned “Sorry, can’t $580 
| tell you all now, but .. .” Comic 
| drawings by Richter show tw Fou 
|men discussing the attributes of , 
| the Timex heart—making the new Ad’ 
| Ingersoll clocks “Well worth wait- a 
|ing for!” L. 4 
Chan 


Agency in charge is Compton 
Advertising, New York. 


York Moves Offices 

| Offices of York Broadcasters, 
| Toronto, are now located in the 
Hermant building, 21 Dundas 
| Square. 
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Home front news 
vital on the fightir 
front. Write a figh 
ing man today. 
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300,000 Lines 
in N. Y. Dailies 
to Aid War Loan 


York, Nov. 7.—Advertising | 
ers of eight New York City 
have assured the War Fi- 
Committee for the metro- 


area that, despite the 
newsprint shortage, at least as 
mu advertising space as was 


e¢ in the 5th War Loan drive— 
more than 300,000 lines—will be 
allotted to the committee for the 
forthcoming 6th War Loan cam- 


4 7 300,000-line figure is exclu- 
sive of space used during the last 
drive in financial papers and in 
foreign language publications, sub- 
urban papers, the labor press and 


othe metropolitan publications. 
The total allotment for the entire 
group was well over 400,000 lines 
in the last drive. 

W Finance Committee inser- 
tions announcing the new “Blue 
Star Service Ribbon Brigade,” 
made up of volunteer Treasury 
representatives who will solicit 
bond sales, were released to met- 
ropolitan papers to appear last 
week and in this week’s issues. In 
addition, the announcements were 


eleased to 700 newspapers 
throughout the state for local 
sponsorship. 

Large companies which have 


igned up to date in the city for 
pace include Coca-Cola, General 
Cigar Company, Lily-Tulip Cor- 
poration, Seeman Brothers, and 
the Delaware & Hudson Railroad. 
Others are expected to fall in line 
rapidly in the next few days. 

The state’s 6th War Loan quota | 
s $4,226,000,000, or 30% of the| 
national goal of $14,000,000,000. 
The city’s share of the state total 
is $3,667,500,000. 


‘U.S. Camera’ Rates Up 


U. S. Camera, published monthly 
except January, July and Septem- 
ber, by U. S. Camera Publishing 
Corporation, New York, will have | 
new advertising rates, effective | 
with the February, 1945, issue, as 
based on a guaranteed circulation | 
of 150,000 ABC net paid. New 
page rate is $660 for one time, 
$580 on contract rates. 


Foundation Moves 
Advertising Research Founda- 
tion, New York, has moved to 11 
42nd St., effective Nov. 6. 
Change is in line with the expan- | 
sion policy adopted last April. 
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Doner Gets Account, 
Adds Three to Staff 


Choice Foods, Center Line, 
Mich., manufacturer of health 
foods, has appointed W. B. Doner 
& Co., Detroit, as agency for its 
Solco, chocolate drink. Trade pub- 
lications, direct mail and radio will 
be used, 

Naiph Abodaher has joined the 
agency as radio director, Glenn 
Walker has. been appointed assist- 
ant art director, and Ethelyn 
Miller has joined the copy depart- 
ment. 


“4s s Soon after the first of the year, 
Cities Service Ups cite: Service plans to spot 
| radio on a test basis, continuing as 


Budget 33 1/3%; 
Plans Spot Radio 


New York, Nov. 8.—Since the 
restyling of its 18-year-old NBC 
program Oct. 27, Cities Service 
Company has made its advertising 
plans for the coming year, allow- 
ing for a 33 1/3% increase in bud- 
get over last year’s appropriation 
of $900,000, and covering a general 


use 


| usual its sponsorship of the Friday 
evening half-hour “Highways of 
Melody” on NBC. Number of sta- 


| tions and type of spots to be used | 


have not yet been decided. 
The over-all expansion in 
|vertising will 


ad- 


|ness, trade and farm papers, with 
}a continuation of local newspaper 
ads placed by Cities Service deal- 
ers. Foote, Cone & Belding, New 


expansion in all media it employs. York, is the agency. 


include promotion | 
|for oil and gas products in busi-| 
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Bernsohn to Alber 

Al Bernsohn, former assistant 
|editor of Click, has joined David 
| O. Alber Associates, New York, 
| as account executive. 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 
S. S. Rubber Cement Co. 
314 N. Michigan Ave., Chicago 1, Hl. 
Central 3373 


Of Art and Artists... 
of Field & Stream... 


JOHN KIERAN SAYS: 


“Lynn Bogue Hunt’s color plates for "The Game Birds of 
America’ came to hand and they went right to my head. 
They have accuracy, artistry and the tang of outdoors. 
They gave me the same thrill that I feel when I am out 


in the open.” 


ERNEST HEMINGWAY SAYS: 


“Lynn Bogue Hunt is the finest painter of game birds that 
we have in America and all sportsmen will want to have 
this portfolio of his paintings. It is a pleasant thought that 
while this war has gone on at least the birds have gotten 
something out of it and that Lynn has still been alive to 


paint their portraits.” 


FIELD & STREAM SAYS: 


Thank you... 


It is this editorial excellence for which we strive in 
every edition of Field & Stream. In every issue since 
December, 1943, we have presented one of Lynn 
Bogue Hunt's series of 12 paintings portraying 38 


American game birds. 


From our readers came the usual instant and enthusi- 
astic response, and such a demand for reproductions 
that we prepared a magnificent portfolio of all 12 
paintings, 14” x 18”, at a popular price of five dollars. 
In many a sportsmen’s club, executive office, den, li- 
brary and study you'll see these great works of a great 


artist, taken from the pages of Field & Stream. 


For 48 years editorial leadership has built responsive 
readership ...more than 300,000 quality circulation, 


the very cream of the BIG outdoor market. 


FIELD & STREAM PUBLISHING COMPANY 
515 Madison Avenue ° 


Field ¢ Stream 


New York 22, N. ¥. 
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“They have the tang of the 
outdoors”’ 


John Kieran Information 
Please’’ expert, Columnist of 
New York Sun, Ornithol t 


The finest painter of game 
birds in America” 


Ernest Hemingwa 


Fand Dig Bal 


é 
* 
pt 

c 


aa 


a 

gee 

Ais ~ ae 
ie 

Saw on 

ees ‘ 

: tie ae 

“eet 
i lg 


| Pe / 4 a : a ; "A ~ > ‘ 
| a f 
me 7 we : 
a = o 
dC. 40— 
ind I ; EP 
ge 4 giana * 
00. ee - 
Ts an om ny 
an- samedi temeeamtneestaeeciaaeaeieaieaiaanT worn ae - 
: iene ; Ee 
i Do- Ld 4 ? ie 
the = 
ee ee Lee ie sei 
fe 8 Daan 
oy a 
se ree 
Bisa sue 
| ee =: 
| te-et 
| 
| 
+ | : 
mel” | F<. 
| . oe 
S a. 
“S : 
asp. hal : = 
SS . Ba 
LD “ ' fe De 
~ ; i 
Pd ; sayeth y 
owt vt aid s 
oerate™ goa? . . 
* : oe bua 
; ie Ee ees, oT os ° Se a as f i 
: i i : j | 
. = ale te ia 
& a ee ekg an aig Bee . 
) | 7 ee ; 
N Fo a ee ia ties 
a. a Bees 
_ a | — ~ 
ae al if <—e a 
se ; aes Ps aes a iil : 7 ie 7 
——— , ete ane a mi: 
sters, | 4 : 
the yor: 4 Ss ae 
indas , es te 
7 a ~ a 
ASN \. . - 7 7 Sor 
ee sales RB Oo 5 , 
Be "ma 4 
| whee y iil — J ot a 
ie i . he a pe * 
| . ys & a 
. 4 bi a". hat Pa 
4 | a a See = 
vy ie aa 5 F . »y Ave /) a 
. ‘ th —~ RS , +™, i y 
ne A hid mc) ae 4 
" * d us at , - 4 ws 4 Pa , AY . +. ¢ 4 
)y Far from being dreamy-ey® ese, ” i i se 3 
idealists, We at W AVE are real- ; Pg 42 oe = j & x4 aah 
y i 1 ie eee 
Y 1 We simply ee — a Fa + ? . iia oa. 
Y, | ye / - ae aie eK 
4 == | SA ie a. 
: ; -_= ae 
as : 
Bie 4 22 
: +. See = “ae 
’ a _ eaters 
LouIsviLLe’s vere " —_—: 
| “ a To t 
| v4 Bes : | eee 
fo sono WATTS . . STOKE WBS. | ‘ i> sel hacceck sie. 
? | j i ce Hu 
- FREE & —_— ooo \\ 
a National Representative® | 
ae we GEE | 
ft , 
aye. | 
4 et) sane 


are the people of 


TANOOLA LAM 


Lets Take a Typical Family... 


Here’s a typical family in “Lincoln Land’... just plain, hard 


working, straight thinking folks. Each of these Cunningham 
cousins now has a family of his own. Frank grew up on an 
Illinois farm, but moved to the city in 1927; his cousin, Walter, 
is still farming. Frank lives in Danville, Illinois, and drives a 
motor freight transport between there and Chicago. Walter 
Cunningham owns his 111-acre farm near Rossville, Illinois, but 
his wife, Madlyne, grew up in town, in Danville. They have a 
modern farm home with electric lights, running water, central 
heating and gas stove; they own a car and tractor. 


Theres No Sharp Difterence 


In “‘Lincoln Land” there is no sharp dividing line between those 
who live on farms and in towns and cities. They are all pretty 
much alike in their thinking and their reactions, because most 
city folks here have direct ties to people on farms. Thus, they all 
find vital sources of information, help and entertainment in thes« 
two media which have been serving ‘“‘Lincoln Land’’ folks - 
Prairie Farmer, for more than a century, WLS for more than » 
generation. That’s why, when used as a team, Prairie Farme 
and WLS supply multiplied power for 


those who wish to build sales. . . be- 


cause the message penetrates deeper. 


 Tnwnne Tanwen % 
SINCE 3 —>> 1841 CHICAGO 


BURRIDGE D. BUTLER. President 


a Red te TEAM . .. they PENETRATE DELPER 
\ 


a , Write for this Cooklet; \/e'\| be glad to send you a booklet telling about other 
“Lincoln Land” families and the general story of folks in this rich area. Write 


for it—Prairie Farmer-WLS, 1230 Washington Boulevard, Chicago 7, Illinois. 
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lie Pay - On if NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
doe: not seek direct inquiries or orders—will be reviewed and discussed from 
wees to week. Pertinent case histories, queries and comments from readers 
gre invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 


Advertising Manager, 
LaSalle Extension University 


e reader very tactfully reminds me 
th 1 good alternative name for» Mail 
Or Advertising was coined some 
twenty years ago by the late E. T. Gund- 
lach and was used by Neil H. Borden 
7 Harvard study on “The Economic 
Effects of Advertising” (which only em- 
nhasizes again that I should have read 
that voluminous report instead of trusting 
entirely to the digests of it). 

Mr. Gundlach’s suggested phrase was 
“Direct Action Advertising’? and someone 
1as defined it as follows, “A direct action 
idvertisement is one designed to produce 
some kind of voluntary action on the 
nart of the reader without further stim- 
ulus.” 

Tom Verschuur of Outdoor Life sug- 
gests the name “Direct Return Advertis- 
ing’ and Albert W. Fell of the Goldsboro 
Publishing Company offers the term 
“Mail Business Advertising.” M. B. Sack- 
vim of Franklin Bruck thinks ‘“‘Sendfor 
Advertising” or “Writefor’’ would fill the 

ll: Sam J. Perry of Popular Publications 
likes ‘Personalized Advertising’; Russ 
Stone advances the suggestion of ‘““Remote 
Adtact” and the Altman-Gilbert Adver- 
tising Agency also offers ‘“‘Direct Action 
Advertising.”’ Several others have pro- 
posed “Direct Response Advertising” as 
1 good substitute for Mail Order Adver- 
tising. Victor Schwab speaks of ‘Direct 
Result Advertising.” 

My own feeling is in favor of Direct 
Response Advertising or Direct Action 
Advertising, with a slight leaning to the 
former. As Henry Mayer says, ‘This 
seems to cover adequately all forms of 


You Ought toKuow . 


This might be called How to Write a 
Profile about Walter Weir by Walter 
We For when we approached the 35- 
year-old vice-president, copy director and 

\ elected member of the board of 
Kenyon & Eckhardt, he 
told us we were wast- 

ir time—his story 
een told and re- 
y everybody 
Dale Carnegie to 
Advertising & Selling. 
It old hat. All of 


the said the same 
thir He’s worked for 
Se agencies. He’s 
dar 1 in vaudeville. 
He ‘omposed music. Walter Weir 
He's been married 


urteen years, has four children and lives 
in bucks County. About all we could add, 


ne 1, was that by the time this ap- 
peared he’d probably have five children. 
lien, the next day, a four-page, single- 


sp treatise on how to write profiles 
At advertising men arrived. ‘“Adver- 
said the treatise, “is a business 
ch success is the goal of goals, with 
al $. As a result, most advertising 
become frustrated because the top 
ld only so many. And when they 
out people up there, they want to 
ow they got that way. What have 
it that I haven’t got? What did 
that I ought to do? The profiles 
tell them. Instead, they say these 
like to fish, play badminton or 
tin soldiers. 
ask when I was born. March 
9. How can this help a guy born 
g. 26, 1922? You ask how long 
n married. 13 years. You don’t 
be married 13 years to be a copy 


advertising, whether through direct mail 
or through media, either with or without 
coupon, that seek to achieve a direct 
response to the advertiser, as distin- 
guished from ads which attempt to stimu- 
late some other action.” 

Most retail advertising and some na- 
tional advertising tries to stimulate direct 
action through a purchase at a store. But 
little, if any, other advertising besides 
Mail Order Advertising tries primarily to 
get a direct response. So my vote is for 
Direct Résponse Advertising. 

All this discussion (probably futile as 
far as ‘any change in practice is con- 
cerned) helps to emphasize the common 
use of many words in this field of ours 
which are not ideal for their purpose. 

Take that very word industry as ap- 
plied to advertising—are we an industry? 
I think not, as we usually use the phrase, 
for outside of the agencies and some sup- 
pliers we advertising people are really 
members of other industries, such as pub- 
lishing, manufacturing, retailing, etc. If 
there is an advertising industry, it right- 
fully includes only those primarily en- 
gaged in advertising as a business. 

We hear often about the “advertising 
profession” but I wonder if it merits that 
title. ‘National Advertising’ sometimes 
is applied to advertising that is in no 
sense national, often only to distinguish 
it from retail advertising. 

Even the phrase, Direct Mail Adver- 
tising, which I thought most clear and 
definite, has been questioned. The recent 
annual business meeting of the Direct 
Mail Advertising Association spent some 
time in considering a possible change of 
name. Some members argued that the 
Direct Mail name was not inclusive 
enough. 


ee WALTER WEIR 


By way of illustrating how profiles like 
this leave the inner man still a mystery, 
WW writes: “People meet me and shake 
my hand and tell me what a privilege 
it is. (Word here censored by editor.) 
I look in the mirror and see the same 
guy who had to sit on his can three weeks 
waiting for N. W. Ayer & Son to make 
up its mind whether or not to give him 
a $20 a week job. No change. It’s just 
my position that’s changed. Why? Well, 
some people ascribe it to my writing.” 
So what do you have in your writing? 
“Not much. Just me. It used to have 
Edgar Allan Poe in it. Then it had James 
Branch Cabell. Then George Moore. But 
now, I think, it has just me.” 

So, what do you have in you that’s in 
your writing? “Honesty, I'd say. An 
overwhelming mania for facing up to 
fact. I think that comes through in my 
writing. I think it makes it sincere and 
believable. 

“You need more than that, of course. 
You have to develop a facility. It’s like 
learning to drive a car. At first you’re 
all hands and feet. After a while you do 
things instinctively. You’ve got to write 
and write ‘till you write instinctively. 
I’ve written two novels, 13 plays, dozens 
of short stories and reams of poetry. I 
wrote most of it before I was 21. Most 
of it was bad and was rejected at one 
time or another. 

“Also you’ve got to like people. I like 
people because I’m interested in finding 
out more about myself. I like commuting 
3 hours and 20 minutes a day. I enjoy 
probing my subconscious, using my mem- 
ory, letting my imagination go. I believe 
the average person doesn’t spend enough 
time with himself. He goes to night clubs, 
movies, bars, seashore resorts and occa- 


sionally (another word censored) in 


order to escape himself. Yet, if he never 
gets to know himself, how in hell is he 
going to get to know other people and 
what they want and why they might just 
possibly be interested in the product he’s 
writing about?” 

And, as a postscript: “Along with night 
clubs, I abhor misleading claims in ad- 
vertising—even when the deception is 


limited to implication and gets by the 
FTC. I don’t think it’s clever. I don’t 
think it’s good selling copy. I think it’s 
just plain laziness. It takes thought and 
ability to sell a product for exactly what 
it is, no more and no less. Anybody can 
do it the other way.” 

That’s WW, by the person who knows 
him best. 


lhe Creative Wan Corner 


If wartime product advertising has 
proved one thing it is that no one yet has 
found a substitute for a good sales argu- 
ment. 

And no one has found a substitute, 
either, for a theme that can be expressed 
in a single phrase. 

The amazing thing is—the way people 
try. 


& ‘ 


— 
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“Now you con finish catting com Pop!” 


Take this current advertisement of the 
Plymouth division of Chrysler Corpora- 
tion: 


Now you ean finish cutting corn, Pop! 
“IT had to chase all over town for your pit- 


man rod, Dad, but I finally found one. Good 
thing the Plymouth doesn’t break down. It 
fetches parts for you, gets stuff to market, 
brings goods home. Just as Bud says, it’s 
our ‘service of supply’ in this war. Thank 
goodness, we did buy a Plymouth.” 

On country roads as on city streets, Ply- 
mouth is a thoroughly useful car. It owes its 
all-around reliability to sound engineering, 


precision manufacturing and tough testing 
Plymouth is the low-priced car with fine-car 
engineering. It’s a big car—long and wide 
It's a sturdy car—with all-steel body and 
double-channel frame 
This car has been matched against all kinds 
of driving conditions Using the nation as 


Business Chart ot the Wee 
WHAT PERCENTAGE OF NATIONAL INCOME 
too, GOES TO NATIONAL ADVERTISING ? — 
| | | | | | | 


| | | 
| 


25 


their testing ground, engineers proved, im- 
proved and reproved parts and features in 
deep sand and winter mud, desert dust and 
far north cold, farm lanes.and city streets. 

Today, all Plymouth’s facilities are going 
into plane and tank and gun production, But 
Plymouths built before the war are proving 
their extraordinary value—reliable low-cost 
transportation reliably serviced by Plymouth’s 
experienced dealer organization.” 

Against those one hundred and eighty- 


nine words contrast these fourteen that 
write cut the promise of the same Chrys- 
ler Corporation’s De Soto: 


Of all the De Soto cars ever built, 7 out of 
10 are still running. 


Remember when 25,000 miles used to make 
a car ‘ middle-aged”? Plenty of De Sotos have 
now reached 200,000 miles! And with Unele 
Sam saying, “Use it up, wear it out, make it 
do, or do without'’—we're glad we build Ds 
Sotos so rugged. Meantime, bomber sections 
and wings, parts of anti-aircraft guns, nothing 
but war goods for our fighting men roll out 
of De Soto factories gut cars will be built 
again And a lot of people (who know that 7 
out of 10 are still running) will decide on 


De Soto ° 

We think there is a vast difference in 
these two advertisements ... anda point 
about advertising that no copywriter 
should ever forget. 


0 
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Magazine Advertising Bureaw Based on relation between national income (Dept ot Commerce) and 
tota/ national advertising volume 17 newspapers magernes,tarm publicat 
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Yankee Buys WNBC; 
Station Becomes WHTD 


FCC approval has been received | 


of the transfer of ownership of 
Station WNBC, Hartford, Conn., 


from the Arde Bulova interests to | 


the Yankee Network. At the same 


time a change of call letters to) 


is also pending for construction of 


a new television station by the |F.D.R. Victory Presages Tougher | 


network in Hartford. 


PARDON US 


Some New Customers 


if your business is in something 
to eat or drink 

-.. . OF something to wear, or just 
about anything. Here’s a market 
that really responds to the “‘invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


Are Waiting For You 


| Times for Pressure Groups 

| Washington, Nov. 9.— The big 
|news here this week, of course, 
| was the fact that the American 
| people in all their majesty had 
| voted to take up their option on 
| the incumbent administration, and 
extend its contract for four more 
| years. 

To thousands of professional 
government employes who con- 
tinue in office though presidents 
come and go, the decision had no 
personal significance. To others 
on the policy-making level, who 
are responsible for the planning 
and activities that influence the 
day to day relationship of govern- 
ment and business, it is a vote of 
confidence. 


WHTD was granted. Application | By STANLEY E. COHEN, Washington Editor 


We can expect then that in the 
coming months, many distasteful 
|decisions which have consciously 
|or otherwise been delayed in an- 
|ticipation of the election, will be 
made. These may extend to price 
control, rationing, manpower, 
taxes and a host of other things, 
but the general trend is likely to 
be toward more rigid enforcement 
of wartime controls, and less com- 
promise with pressure groups. 

While this department is not ex- 
pected to be expert in divining 
political trends, for what it’s worth 
we thought it interesting to report 
that the seers at the National Press 
Club have already raised their 
sights toward 1946 and 1948. They 
wonder whether Mr. Roosevelt can 
hold the House in the off-year 


election, and Dewey can keep his 


Advertising Age, November 13. 944 


seat when a war veteran like 
Stassen enters the competition. 
Those who assume that the 
fourth term is the last for F. D. R. 
speculate on: his selection of a 
successor. As he fills the many 
vacant posts—in the FCC and Sur- 
plus Property Administration, and 
makes several potential cabinet 
adjustments—the beneficiaries will 
be eyed with suspicion. Particu- 
larly should Vice-President Wal- 
lace become Secretary of State, 
columnists can be expected to con- 
sider the appointment the prelude 
to his build up as a candidate with 
a liberal record at home, and vast 
experience in world matters. 


eo * * 


Rehash: There'll be very little 
complaining about the joint con- 
tract termination rules issued by 
Terminator Robert Hinckley’s 
office, but the truth is that they 
are “old hat,” representing merely 
a synthesis of existing Army and 
Navy procedures. On advertising, 
for instance, they contain only the 
old expression from the Baruch- 
Hancock report about “a fair and 
reasonable amount based on pre- 
war activities.” Best indication 


Bill Hinds, Bette Smiley, 


Paul Shannon, Bernie Armstrong and his Or- 


chestra a 


and a variety of supporting acts make 


this 45 minute, 3-day-a-week strip on KDKA 


(12:15-1:00 P. M.) a show that every adver 


tiser should know about. . 


We 


“Brunch with 


Af an t 


tell the whole 


and use! 


story here, but 


Bill” is different! One-minute 


announcements are pointed up and presented 


on a fabric of exquisite background material. 


ory 


PITTSBURGH Bin 
50,000 WATTS 


WGLi ° 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


Basic, time-tested fun combinations are shot 


through with enough frantic antics to insure a 


smart show in today s tempo, yet the commer- 


cial is given straight, with sincerity and punch. 


Don’t let our pictures fool you. There is a fair 


amount of expert fooling (the high-rating kind) 


but ev ery minute is rehearsed and the entire 45 


minutes is produced ‘ 


That, and 50,000 watt 


coverage is why “Brunch With Bill” produces 


consumer demand for any produc t. 


Proof and details from your NBC 


Spot Salesman 


KYW © WBZ * 


——WESTINGHOUSE RADIO STATIONS Inc — 


WBZA + KDKA 


that they are not new lies i th, 
fact that it was not necessa:» 4, 
publish the joint rules in thy ed. 
eral Register, official journ 
cording new government or o< 
Boost: ODT is grateful to 4 \p, 
members for reducing their © j¢, 
mileage 43% in delivering p. ex 
in 1943. Future: Army’s mi, cle 
bug killer, DDT, is still un 
as a civilian product because ; 4p. 
ufacturers are not sure yet a; 
it is safe in untrained han f 


it works, firms now produci; the 
product visualize it as a fly ay 
moth - proofing treatment, ; as 


an ingredient of paint for re; ing 
insects. 
* a 

Post-mortem: Retiremen 0; 
FCC Chairman James Lawrence 
Fly prompts us to note that (much 
as was true in the case of Leon 
Henderson) the industry is no- 
where as jubilant over his 
nation as one might have ex. 
pected. Because he is tough, and 
can take care of himself many fee] 
that Chairman Fly succeeded ip 
stimulating beneficial competition 
in radio which will eventually 
react very much to the industry’ 
gain. In retrospect, most broad- 
casters feel that the network mo- 
nopoly rules, divorce of the Red 
and Blue Networks and the pre- 
war freeze of commercial tele- 
vision are to the best interests of 
everyone. And most are willing 
to concede that under him the 
FCC did not interfere with the 
programming or normal business 
activities of stations. Like most 
mortals, Chairman Fly was some- 
times wrong, but he had a pretty 
good batting average. Data: Best 
estimate is that the government, 
including the armed forces, buys 
7.2% of the total paper made in 
this country. That figure does not 
include indirect use of paper by 
the government. 

* * * 


Planning: Ex -BBDO executive 
Boynton Hayward has transferred 
|from WPB to the RFC to set up 
an organization there to place ad- 
vertising for surplus _ property. 
First concrete step toward organi- 
‘zation of a regular advertising 
| staff for surpluses, the Hayward 
appointment is likely to lead to 
good sized expenditures, particu- 
larly in trade and business papers 
At present RFC is doing small 
amounts of advertising in local 
newspapers and trade papers fo! 
auctions of tools and other prop- 
erty which are scheduled in Phil- 
adelphia, New York and Washing- 
ton. Trend: The Webb-Pomerent 
export act, laughed off by many 
| as inadequate to provide legal pro- 
| tection for American firms coop- 
jerating in export trade, is still 
| very much in the picture. Thoug! 
it may be amended to clarify the 
| conditions under which the anti- 
trust laws are waived for export 
ing purposes, FTC is actively p! 
| moting it. First new Webb e: 
| association in many years w 
corded this week when the A 
can Locomotive Company, 
York, and Baldwin Locon 
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compa 
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ELECTS—A. C. Streamer (left), 
esident of Westinghouse Electric 
_ Co., Pittsburgh, newly elected 
nt of National Electrical Manu- 


rs’ Association, is shown with 
decessor, Leonard Kebler, board 
an of Ward Leonard Electric 


So. Mt. Vernon, N. Y. Mr. Streamer 
elected Oct. 26 at the annual 


meeting in New York. It was 


nced at the closing session of the 


y meeting that several hundred 


thousand employes in NEMA member 


nies will be asked to take part 


n a nationwide campaign to make the 
nation 


“electricity-conscious.” 


ts of HEVorks, Philadelphia, filed papers 
lling #vith the Commission. 
the es 
the Going: Chances for new radios 
ness Mater V-E Day fade rapidly as 
most Mnilitary needs for the Pacific war 
yme- Mnount. At first the industry ex- 
retty HBjected a 35% V-E Day cutback. 
Best HB"his was later pared down to 
nent, 75%, now is at 15%. And industry 
buys privately told to stop talking 
e in M§:bout sets for civilians. Problem: 
; not §§With veterans’ preference compli- 
r by ting civil service appointments, 
Post Office has a code for noting 
the status of each of its employes. 
_— Data on appointments contains the 
ered nitials “MV” for male veteran; 
t up “MN” for male non-veteran; i 
ad- Mer female veteran and “FN” for 
eels female non-veteran. Plenty: The 
sani. ungsters may regret to hear that 
Aaland — in Europe has now per- 
on litted Uncle Sam to relax con- 
gre rols over the importation of cas- 
ticu- (eo! ol. And those with an interest 
pape n toothpaste will be happy to hear 
‘mall @c2t, 2. new WPB rule assures 
“a ample tin for collapsible tubes. 
_ ¢,. [pene goes for pharmaceutical 
_. ggointments and preparations. 
yrOop- 
Phil- rfl 
ing- Oil: Despite requirements for 
rene ar in Europe, the East will be 
nany Mell stocked with fuel oil this 
ro- inter, and apartment house own- 
op- M's will have little excuse for 
ti]] Meveezing temperatures. Though it 
vill be ample for large heating 
units, OPA does not believe it will 


able to 


amount 
Interest: 


increase the 
d householders. 


iriime Commission has advised 


il Aeronautics Board that it 


W 
$c 
or 
P 
le 
4 Cc 
; 
\@ 
\e 
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leading Agencies Rely on 
Fait! 


orn 3-in-1 Service! 


would like to show you 
ples of work that we 
egularly producing for 
ing advertising agen- 
through our COMPLETE 
CE METHOD of opera- 
Ad-setting, Engraving 
Printing...all under 


oof. Phone or write to 


THORN CORPORATION 


N. Rush St., Chicago 11 
one WHitehall 2300 


rey ‘ICTORY 


-tising Age, November 13, 1944 


/wants to have its say about any 
/rules which may be issued regard- 
| ing steamship operation of airlines. 
“Participation of the maritime in- 


‘dustry in ocean civil aeronautics | 
certain | 


will be necessary under 
| postwar conditions if the United 
| States is to have an adequate mer- 
chant marine,” the commission 
says. 


. 
Taylor Wins AGA Award mer advertising manager of Cadil- 


|lac motor division of General Mo- | 
Everett | 


“The New Freedom Gas Kit- 
chen,” title submitted by 
| A. Taylor, Providence Gas Com- 


ner in an inter-industry contest to 
name the postwar coordinated gas 
kitchen sponsored by the Ameri- 
can Gas Association. The name 
will be used extensively in the as- 
sociation’s 1945 national advertis- 
ing. Mr. Taylor will receive $500 


|in war bonds. 


‘Denney Leaves Army 


Lt. Col. Frank J. Denney, for- 


tors, has retired from active duty | 


in the Army to reenter the adver- 


| pany, has been chosen prize win-'tising business in Detroit. 


Boost S&W Apple Juice 


begun an intensive campaign pro-| ager for William H. 
moting S&W apple juice with full- | pany, New York, for 


color 
and neyspapers and radio in New 


S&W Fine Foods, New York, has George Johnson, 


pages in magazine sections, 


art-Warner 


England and Philadelphia markets.| He will direct sales 
Agency is Samuel C. Croot Com- activities for civilian 
pany, New York. Stewart-Warner radios. 


To Stewart-Warner 


contact man- 
Rankin Com- 
12 years, 
joined the radio division of Stew- 
Corporation, 
promotion 
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has 
Chicago. 


postwar 


J. J. GIBBONS LT D. 


ZOO BAY sTRE 


WINNIPEG, 


ADVERTISING 


TORONTO, MONTREAL, REGINA, CALGARY, 


GIBBONS KNOWS CANADA 


MERCHANDISING 


EDMONTON, 


VANCOUVER 


RABBIT EAR 


ROCKING 
iat onalh 


grain states. 


lambs. 


vast grazing areas 


| Corn Belt stock farms are grown out and fat- 
| tened to produce choice meats. 


Each year Corn Belt stockmen buy millions of 
head of calves and lambs produced by ranchers 
and, in the process of converting grains and 
roughages into meat tonnage, build soil fertility, 
maintain an even distribution of labor through- 
out the year and reduce bulky crops into com- 


pact animal products of higher 


value, thereby 


cutting the cost of shipping the output of the 


farm to market. 


Because livestock farming is 


GENERAL OFFICE: 


SEVEN are SPECTACLE 


Ranch Bown-- Goin Belt “Yinished” 


w= Corn Bett STocKMEN annually 
produce an enormous crop of cattle, 
hogs and sheep, more stock is needed to con- 
sume the abundant feed supplies of the surplus 
Ranchers in the 
of the west are particularly well situated to 
produce large numbers of healthy calves and 
These young animals when brought to 


efficient, it naturally follows that those engaged 
in it are the most consistently prosperous men 
in American agriculture. 


For more than seventy years The Corn Belt 
Farm Dailies have covered every phase of the 
tremendous six billion dollar livestock farming 
industry, from production, care, feeding and 
management on ranch and farm’ through 
marketing to the packer. 


Livestock farmers depend on The Corn Belt 
Farm Dailies for the accurate, timely and vital 
information necessary to the successful conduct 
of their business. That these publications reach 
the logical readers is determined by the special- 
ized editorial and the sound 
device of the highest subscription price in the 
‘ericultural field——-$5.00 a year. Such a price 
is not an invitation to hentel 


service selective 


an unnatural « 


THE CORN BELT FARM WAITLIES 


UNION STOCK YAROS, 


CHICAGO 9, ILLINDIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY OROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 
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Arthur C. Sheifle 
Heads Planning Board 


Arthur C. Scheifle has been ap- 
pointed head of the newly-created 
planning board of Grace & Be- 
ment, Inc., Detroit. He has been 
executive secretary of a Detroit 
area parkway development pro- 


gram and was previously opera- 
tions manager of the advertising 


department of Nash-Kelvinator. 


Oil-O-Matic Appoints 


Williams Oil-O-Matic Heating 
Corporation, Bloomington, IIl., has 
appointed Stewart, Hanford & 


Casler, Inc., Rochester, 
direct advertising. 


N. Y., to 


A 


Sell it with MOSS 
PHOTOS 


1,000 lets. No order too 
small or large. Postcards, 
2c. We photograph every- 
thing. 
Super special: 30 x 40 
giant blowups, mount- 
ed en heavy board, 
$2.45 = in lots of 10. 
rite for ae ‘oT oO” 
wioss 
155 W. 46th St., 


8x\0 


aa ite =" 


Cc. 19, omvent 9-8482 |  eaployes. 


New Education 
Department Set Up 
by Westinghouse 


Pittsburgh, Nov. 7.—Coordinat- 
ing all of the company’s relations 
with schools, colleges and uni- 
versities, Westinghouse Electric & 
Mfg. Company has set up a new 
educational department at its of- 
fices here. 


Three main divisions are in- 
cluded, school service, university 
relations, and_ student training. 


The first of these provides teach- 


ing aids and science information | 


to all schools and educational in- 
stitutions up to and through the 
high school level, with Charles W. 
| MacLean continuing as Manager | 


| of that division. 


Howard C. Madsen has been 
named manager of the university 
relations division, which will 
maintain a close contact with col- 
leges and universities, admin- 
ister the company’s many scholar- 
ships and fellowships, and super- 

vise recruiting of graduate student 


| Star, 


ate students for engineering, man- 
ufacturing, sales and other com- 
pany departments is supervised by 
the third division, headed by O. D. 
Montgomery. 
Westinghouse offers 61 scholar- 
ships totaling more than $40,000 
annually to high school seniors. 
Its school service division of the 
new department provides teachers 
and students with learning aids in 
the study of science, including 
charts, posters, booklets, motion 
pictures and other materials. 


Indiana Papers 
to Include ‘Parade’ 


The Indianapolis Star and Ft. | 
Wayne Journal-Gazette have con- | 
tracted to distribute Parade, the | 
weekly picture newspaper. The | 
will begin distribution July | 
1, 1945 or sooner if newsprint is 
available, and _ the Journal-Ga- | 
zette, as soon as the paper supply | 
permits. 

Parade has announced that the | 
current rate card, No. 7, will apply | 
to all business ordered for inser- | 
tion in the first three months of | 


Training of all gradu- | 1945. 


Toledo's substantial growth... 


CHAMPION . . 


the roll call of distinguished Toledo 
companies which are leaders in their 
field... Founded in 1907, Champion 


soon became one of Toledo’s outstand- 


World's Largest 
Manufacturer of Spark Plugs 


The name Champion adds lustre to 


ing industries, exporting its product | 
to every country in the world. Cham- 
pion has always meant fine spark plugs 
...and home-town folks are proud that 


Champion has always meant Toledo 


and this is the TOLEDO BLADE 


In its long life, The Blade has witnessed the growth of many a 
sound Toledo company which, like Champion, has contributed to 
And the growth of the Blade has 


paralleled the growth of the community it serves. Today 


there is a Blade for every Toledo home 
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Advertising Age, 


Former National Gypsum advertising department artist at B 
Cpl. Robert J. Witzel, now paints portraits and camp life mu: 
Chatham Field, Ga., which have southern art critics hopping. 

The 10,000-ton liberty ship C. W. Post, named in honor , 
founder of Post products division of General Foods, will be lau; 
early this month with Marjorie Post Davies, daughter of the , 
products pioneer, christening the vessel. . . Herbert Deininger 
and general manager of Schnefel Bros., Newark maker of La( 
nail manicure implements, has completed 25 years with the 
pany... 

H. Glen Jocelyn is back at Sherman K. Ellis as v.p. after 18 
in the public relations div. of the AAF. . . Robert L Kennett, ‘ps 


mgr. of program relations, is off on another tour of network »;\]j- 
ates. This time he’s looking in on southern stations in New Or\eans 
Shreveport, Little Rock, Memphis, Nashville, Chattanooga, ang 
Knoxville. .. R-K-O’s ad mgr. ‘Ben E. Grimm got a thrill the he 


day when son Ben Jr. dropped in at the office to tell his expe: 
abroad as T/Sgt. on 30 bombing missions. . . 

RCA’s director of adv. and publicity, Orrin Dunlap Jr., }\,; 
book just published by Harper & Bros. called “‘Radio’s 100 Men o} 
Science.” Lane Bryant’s pres., Raphael Malsin, is the 
father of a daughter born Oct. 24... 

Although Walter Winchell said so, Bill Benton is not really leay- 
ing his job at the University of Chicago where he is a dynamic 
v.p. Because he has a half dozen other interests, including 
vice-chairmanship of the Committee for Economic Develo; 
his campus office reports that he will spend only one week a mor 
instead of two, this year on the Midway between Octobe) 
May with a full month vacation in February... 

Jack Rodger, McGraw-Hill’s v.p. in Chicago, has been recei\ 
the congratulations of his associates on the completion of 30 years 
with the company. All of this period, incidentally, has been spent in 
the Chicago office, where Jack started in 1914 on Electrical World 

Paul White, CBS director of news broadcasts, left last week fo: 

Honolulu where he’ll confer with Navy officials regarding expected 
developments in 
the Pacific. 
NY Times pub- 
lisher Arthur 
Hays Sulzberger 
has anew grand- 
son, Robert Ochs 
Dryfoos, born 
Nov. 4 to daugh- 
ter Marian 
Sulzberger Dry- 
foos and Orvil 
E. Dryfoos. . 

Text com- 
mentary and 
summary of E. 
r. Dutton’s 
forthcoming 
brochure of full- 


the 
ent, 
th, 
and 


ing 


color pictorial 

maps onthe AT INAUGURAL—Present when Raytheon Mfg. Co 
2 - : New York, took over sponsorship of the all-Navy Blue 

Seabees, entitled M “ 

“echen Toa Network program, "Meet Your Navy," were left to right 
yi cteca, 0) s, Ls Ke Marshall, president of the company; Rear Admire 

to Victory,” is commandant of the Ninth Naval Dis- 


A. S. Carpender, 
trict; and Burton Browne, president of Burton Browne 
Advertising, Chicago, which handles the account. 


by Lt. (jg) Wil- 
liam Bradford 
Huie, former 


assoc. ed. of American Mercury. Lt. Huie also did “Can Di 
The Story of the Seabees,” published in Sept. . . Pierrepont Isham 
Prentice, publisher of Time, and Mrs. Janet McNeir Pfliege: 
married Nov. 1 in Warrenton, Va... 

George M. Tisdale, U. S. Rubber Company’s v.p., accepted tht 


national radio award for the company, 
alumnae chapter of Phi Beta, professional fraternity of mus 
speech, at a dinner Nov. 1 at the Ad Club of NY. Award \ 
recognition of the company’s sponsorship of the Sunday broa 
of Philharmonic Symphony concerts over CBS. Arthur 
Hayes, gen. mgr. of WABC, New York, has been appointed b) 
Assn. of Broadcasters to head the New York city group pré ng 
transcribed “home town” programs requested by Gen. Eisen ¢ 
for servicemen overseas. Others on the committee are Walter 
Duncan, v.p. & nat’l sales mgr. of WNEW, and Elliott Sanger a 
v.p. of WQXR. .. R. T. “Zeke” Carrithers, of Charles F. Dow ( 
Toledo agency, who served as a lieutenant of Marines in 

War I, is following closely the exploits of his son, Ens. R. | 
rithers, USN, in this one... 

Subscriptions are being asked to a fund for a memorial tne 
late Col. Morrow Krum, before the war with Roche, Willi & 
Cleary, Chicago, and ETO press relations officer at the time nis 
death in a bomber crash in Iceland. Memorial will be a chi 
playground bearing his name at Arden Shore, Chicago s € 
camp for needy mothers and children, of which Col. Krun é 
member. . . 

Former Chicago advertising model, Marianne Ember Wilso 
recently chosen as Pensacola’s adopted daughter from III! 
the city’s Wave adoption program honoring 1,800 Waves st 
at the Pensacola NAS. .. Brisacher, Van Norden & Staff cel: 

25 years on the West Coast Nov. 1. Starting as a one-ma! 
it claims to be the largest western-owned agency today. . 

at the Henry J. Kaufman agency cocktail party Oct. 30 
more than 65 winning campaigns submitted by NAAN men 
its annual convention. Maj. Henry J. Kaufman, now in Ar! 
nance, was present... 

Mark Ethridge Jr., son 
Times g.m., is learning the 


given by the metrop 


Hull 


of the Louisville Courier-Jour 
newspaper business from the 

porter side on up. .. Raymond R. Morgan Jr., son of the H' 
gency president, is reporting to Parris Island, S. C., for bo 

ing with the Marines. 


November 13 {94 , 
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17 900.Movie Guide Promotes Swaney Barkun Joins Howard 'To Bayless-Kerr Diamond, Seidman Unite 


William D. Swaney, member of| H. A. Barkun, formerly adver-| Ferry Cap & Set Screw Com-| Zan Diamond and S. T. Seidman 


Houses to Sell the advertising sales staff of Guide | tising and sales promotion man-| pany, Cleveland, has retained the | advertising agencies have merged 

; Magazines, publisher of Seventeen, | ager of Miller & Hart, Inc., meat | Bayless-Kerr Company, Cleveland, to form the Diamond Seidman 

6th Loan Bonds Screen Guide and Official Detec- | packer, Chicago, has joined Mal-|to direct advertising in business, Company, at 475 Fifth Ave., New 
} tive, has been promoted to eastern |colm Howard Advertising Agency, | publications and direct mail. | York. 


lo ..-y York, Nov. 7.—The nation’s | 2dvertising manager. Chicago, as account executive. 
movie houses and the mo- Cc A G e cilia, tie 
(ion picture industry generally Plans Consumer Analysis Gets Furniture Account ) 
he ff have been lined up in force behind ‘gre meena CLLURCH PROPERTY ADMINISTRATION 
Fe “‘ h War Loan and are pre- The Omaha World-Herald has| Goldman & Gross, Chicago, has | : ; " 
: 2 ‘according to spokemen for begun work on its first consumer | been appointed to handle adver- Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
| part c “ 


~! 


ition Picture Division of the analysis of the Omaha market. It|tising of Illinois- Rockford Cor- | to the Design, Construction, Maintenance and Furnishing of 
} is expected that the study will be | poration, Chicago, manufacturer of Catholic churches, schools and institutional buildings. 
completed early in 1945. |! occasional tables. 


the 
4 dri' to “carry out the biggest 
honc-selling campaign in the his- 
= tory of the amusement industry.” ‘ 
More than 30,000 special posters — _ ' — _ 

Os announcing free movie days—the fs : a 
BS frst to be observed throughout the 
i. BEcountry Dec. 7, with a war bond 
as the price of admission — have 
been sent to exhibitors from coast | 
to st. Through National Screen 
ner service, mats of newspaper ads 
Ces rave been distributed for point-of- | 


a 


oe 


4 


ale use. F E NC E 
e Smashing Sixth” is the} o. poo 
atch-line for the movie ads and| @ “ 
osters, and the slogan is “Play | 4% 
raps for the Japs.” The ads pre- | 
ared for movie use are 140 and}, 
aia 110 lines, while the posters are | ? 
nie yne-sheet size. Motion picture | 
the empanies and distributors will 
ent, place war loan copy in trade pub- | 
nth cations. 
The movie drive will be launched | 
vith a gigantic rally at Madison | 
square Garden Nov. 20, opening | 
ying ate of the 6th War Loan. The| 4 
ears ally, with screen, stage and radio | ¢ 
it in tars participating, will be broad- | 
Lx ast over the major networks. | 
‘ther promotional plans include | 
yn animated cartoon by Walt Dis- | 
ey, to be shown throughout the | 
ountry. | 
A dozen movie stars will par- 
ticipate in a coast-to-coast broad- 
ist from Hollywood Dec. 6. Im- 
romptu. appearances of movie 
ersonalities are scheduled on 15 
najor radio shows during the 
rive. | 
John Hertz Jr., chairman of the | 
board of Buchanan & Co., New 
York, is chairman of the Motion 
Picture Division advertising and 
promotion committee. 
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B , > oe ed 
i their mothers and grandmothers oy a : ie J 
. before them, Southern housewives still like to exchange favorite ee KX 4 ue 
recipes over the back fence with their neighbors, or proffer ' hia ; 
choice bit of cooking that turned out “extra well”—discuss their “— 
homes, their yards and their children. Holland’s readers are homey seat og: 
folk and their lives are built around their homes and their fam- 
ilies. That's largely because 70 per cent* own their own homes. 
They take pride in furnishing them to be more livable and more 
comfortable. And you can be sure that when furniture, refrig- 
erators, cook stoves, vacuum cleaners and the dozens of other 
household appliances start rolling off peacetime production lines, 
millions of Southerners are going to buy them. They will have 
Z the cash in their pockets, too, for this new South is a wealthy 
AGS, Brooklyn Store, a South—a South that offers the advertiser a tremendously rich 


Gives Ad Figures 


Abraham & Straus, Brooklyn, 
\. Y., department store, reported | 
nthe New York Times in a recent | 
full-page advertisement that the | 


market for every kind of accessory and necessity for the home. 


The advertiser who wants to reach this market now logically 


chooses Holland’s — because Holland’s is the magazine read by 


Co tore used 1,781 pages of news-| he South. 

Blue aper advertising space in New 

right York and metropolitan dailies \ , 
dmira uring the year ending July 31, \ 
| Dis 944, > 

rowne Direct mail to lists of 200,000 2 

t. harge, cash and instalment pur- 


hasers totaled 3,602,500 pieces. | 

D An A&S radio program heard | 

cham (ree times a week over Station 

WABC, New York, is estimated to 

ave reached 146,259 metropolitan 

families. Copy thanks manufac- | 

1¢ turers and distributors for making | 

! issible total sales for the year of 
$34,927,143. 


GE Appoints Dennler 


W. H. Dennler, with General | 
Electric Company, Bridgeport, 
1b mn., since 1933 and during the| "am 
¢ ar supervisor of personnel place- 
y alter ment, has been named assistant to 
e the 1eral sales manager of the 
ce and merchandise de- 
nt. 
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olland’s Tends the Wants 
of Its Family Circle! 


Holland's is predominantly a family magazine, tending to the wants of its family 


circle in the South. It fits its contents to the South’s natural interest in its homes, 


% ** its yards and gardens—to the tastes in cooking, living, and thinking that are peculiar i 


r 


“to the South. Because it does meet their needs so completely, Holland's is not only 


read thoroughly every month, but 91 per cent* of its readers keep Holland's stored ae 


for further reference. 


* According to L. M. Clark Survey 


Test Today's , | 
New South 
with Holland's 


The Magazine of the NEW South 


52 VANDERBILT AVENUE, NEW YORK. .75 EAST WACKER DRIVE, CHICAGO . .. 205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 
West Coast Representative: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO... GARFIELD BUILDING, LOS ANGELES 
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Thanks for Praise 


To the Editor: I should like to 
express my warm appreciation for 
the Creative Corner comment on 
Sloane’s recent New Yorker ad— 
“One Diamond, One Desk.” 

Credit for this belongs entirely 
to our agency —Kenyon & Eck- 
hardt—in general and to Mrs. Tina 
Case of that firm in particular. 

Thank you, in behalf of them 
and of Sloane’s, for such glowing 
praise! 

MaAupE HILL BASSERMAN, 

Advertising Manager, W & J 

Sloane, New York. 


‘Graphite Commandos’ 


Help with the Fight 

To the Editor: A good friend 
and former business associate, Bill 
Scoble, vice-president of Einson- 


This department is a reader’s forum. Letters are welcome. . 


the moment on such lucky days,| Twentieth Century Fox (he doesn’t 
I’m back “in the saddle” smelling) need much advertising!); Orin 
good old printers’ ink again... Tovrov, radio scripter and movie 

Your “Getting Personal’ column | writer (believe he scripted Ma Per- 
in the September Servicemen’s | kins—?); Wally Lyons, ad agency 
Pony Edition sent me to my type-| owner from somewhere in Iowa; 
writer just to tell you that Reserve | Jim Mullins, artist and Los An- 
Officers’ Classes 54 and 55 are no|geles Times space vendor who 
doubt outstanding by dint of ad-| used to be with Cosmopolitan; Ed- 
vertising and radio men therein; wards, who announced for about 
represented, but to remind you|four years with KFI and Mutual 
not to forget a branch of service | in Hollywood and Los Angeles; 


which also boasts not a few of| John Frazier, another Hollywood 


Freeman, New York, sends me} 


occasional, and much appreciated, 


those same word mechanics in its| announcer (NBC) ... and Leath- 
ranks (the boys here call ’em!ernecks: Lee Parsons, producer 
“Graphite Commandos!”’): Air| (erstwhile) of the Blue Ridge 
Combat Intelligence. |Mountain network and former 

In my class at the Navy’s ACI publicity sergeant for the USMC 


School, Quonset Point, R. I. (grad-|in New Orleans; Jim Sutherland, | 


uated last March 18) there were! ex-Collier’s space salesman; and 
Navymen: Johnny Murphy, for-| myself. . . 

mer publicity director for WCKY,| Me—my last civilian shingle 
Cincinnati; Paul Nelson of the St.| hung inside the Crosley Corpora- 
Louis Post-Dispatch, and erstwhile | tion, Cincinnati (sales promotion 
publicity director for Bell &| manager and assistant a.m.) 


copies of ADVERTISING AGE, and for | Howell, Chicago; Henry Fonda of | but my two years’ enlisted service 


“Step on it! Let’s get to Fort Wayne and 


read The News-Sentinel!” 


@ Back in the old days of more than 
a century ago canal boats were a 
popular means of transportation. 
Newspapers were scarce. Canal 
boat passengers could hardly wait 
for the boat to dock at Fort Wayne 
—so they could obtain a copy of 
The News-Sentinel and learn about 
the doings of the day! Fort Wayne 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—lIndiana’s second largest retail market. 


Che News-Sentinel 
at “4 , * ” 5! 
TE faurm's “nd Cece ee 


in those days was a pivotal spot 
for doing business in the great 
territory of the Northwest...and its 
newspaper was a powerful influ- 
ence throughout the entire area. 
Since those days Fort Wayne has 
grown to a great industrial city 
and its daily evening newspaper 
has kept pace with its development. 


. NEW YORK CHICAG DETROIT 
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|in the Corps has been “in the |man of Canada’s War Financ. Aq. 
| groove” too—assistant editor of | vertising Group. 

|The Chevron,” West Coast Marine, In this campaign, we atte 
weekly, and combat correspondent. | to get back to the basic pri: 
| Mine was the 36th ROC (bars in| for the need of a locally-spo; 
| September, 1943), naturally, the! campaign, feeling that it 
finest ever to leave Quantico. | serves its purpose when it 
| ACI work is not unlike adver-| izes the national drive and 
|tising, and sales promotion; be-|same time carries through 
|lieve you me, a fighter squadron,j|sistent theme with a flex . jit, 
| particularly devil-dog, is one wild, | which would enable it to mec: an, 
| wonderful audience! ! /unusual development that 
| Not to forget the dogfaces: Tru-| arise locally. 

man Steinko, former Crosley pro-| This plan involved the 

motionist and ex-advertising man-| actual photographs of our owy 
ager for Leonard, is AAF ACIO 


| with fighters now in France, and | LOOK. THE 
| Irwin Klein, ex-display man with | bg ow yy a 
Cooperative Displays in Cincin- | Fp, - 
nati, has a B17 outfit “out there.” | UPD 2: rues 
LEo B. PAMBRUN, a 
| »/ ne cn or? inane x 
| c/o FPO, San Francisco. ITS WINDSORS CHANCE 


oe F |, = more Cts 
'Questions Propriety | TOUCKD WN ‘| 

To the Editor: Are we wrong, | race iY 
my fellow advertising writers here | == = 
in the shop, and I? 2 ‘ 

Is the advertisement of the Clark 
Grave Vault Company on Page 102 
of The Saturday Evening Post for 
Nov. 4 the most nauseating exam- 
ple of thoughtless bad taste in 
“war effort” advertising we have 
ever seen? 

How was it possible for any 
agency, any advertising manager, 
any company to miss the grisly 
implication given by the combina- <crsmre wenann coun Gi ores tan aptnés ~eneems Gea suman 
tion of the “Will he be changed?” | — 
headline, the soldier-parents illus- | local business, labor, and ecclesi- 
tration, and the grave vault logo-| astical leaders along with photo. 
type and signature? | graphs of Canada’s military lead 
| I’m amazed. I’m ashamed. ‘ers, United Nations leaders anc 
RALPH BENNETT, those of our enemies. These pho- 
| New York City. tographs were supplemented by 

veveg |cartoons to depict the necessary 

. action. 

‘Sparks Loan Drive Although the loan drive is now 
| To the Editor: Yesterday a| only in its fifth day, we have had 
|friend in the advertising business|some excellent comments on th 
| suggested that our locally-spon-|series and, more important, th 
sored advertising campaign on be-| loan itself here in Windsor is off 
/half of Canada’s 7th Victory Loan | to the best start it has ever had i 
| was so unique and unusual that! spite of the fact that our quota i 
|you might be interested in it. | larger than it has ever been. 
|Hence, we are enclosing a few CarL M. DETTMAN. 
tearsheets of this campaign. Sales Manager, Windsor Daily 
| The campaign calls for 21 full Star, Windsor, Ont. 
| pages: One, two weeks before the A a 
loan drive opens; three, the week New Mill-Page-Line 
|before the drive; and then one |p Is§ d 
|}each day of the drive. This sched- ate uggeste 
'ule as to dates is in accordance To the Editor: When in 192 
| with the suggestion of the chair-!B. H. Jefferson proposed the ter 


| 
—_ 
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SANDWICH, WINDSOR and AMHERSTBURG RAILWaAy 


‘\ 


7 
We know exactly what you want... An Audience. . . ‘ 
the assurance of a ready-made, ready-to-buy audience if 


you want to sell in the rich WMT Corn Country! 


8 


. make WMT 


first choice on the schedule of advertisers who want to sell 


The programs most people listen to most. . 


in the Nation’s No. 1 Agricultural Market. 


lowa has and will continue to have the power to buy all 
available goods and services. If you have this stable 
market in mind, TELL ‘EM OVER WMT... that’s the 


secret of selling the most with the least effort! 


BASIC COLUMBIA on 
WATERL 20 
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“milline rate,” it was ultimately high in small potatoes.” It defi-|love letters, among them a friend} years assist: ~~ acer of |membership to 696. Newly-e , 
- “4 ‘ i by the field as a standard nitely is “Time for him to retire.” | of ours, who wrote Macy ordering akg Semesene sales TanOGer Of “ aa hoon gree’ ™ wl) elected 
ad ta. ae te, Porgy pecialties division of E. J,| are the Argus Leader, Sioux Falls, 
ted ae re because the new unit o, - i a page “a bottle of your Aphrodisia : + +| Brach & Sons, Chicago, has joined |S. D.; Miami News; Seattle Star; 
ile n it possible to express vari- N soon § woe Ompany, | = —— of one of the advertised | Ryans Associates, Chicago, to head Telegraph, Nashua, N. H.; Times, 
req u a rates in a compar- fe) ha a hag corn sil i i a ial the creative direct mail advertis- ee ae wom and Tribune, Red- 
; nan os stead S€ Ce ing division. } . O’Dez -. | WOO ity, Cal. 
nh Be 2hed to me, however, that No Aphrodisia a very prim note from Macy's". | ng, fivision. | John M. OyDea, for 7 
the the lline rate method + geo To the Editor: For the “Read | “for me you will need a doctor’s | Chicago, has joined Evans as ac- 
n- constitute an accurate ane scien-| your Own Ads Department”: | Prescription. count executive. For signs of 
it tifj isis for comparison because Some weeks a | MARGARET FALCONER 
j i : go R. H. Macy ad- | LIM gc ’ | 
sonsiders only two elements, the Advertising Manager, Eaton the Future 
iny it ( : lation af @ riba vertised a special Eaton stationery, | Maser Corporati Pittsfield AN 
nay fm rate nd the circula of ap “Love Letters,” together with Mees, poration, Pittsfield, | PA Elects Six | Look to— 
- er factor is the size of | Sachet_ powders. The headline | _ | American Newspaper Publishers | 


was “Signed ... Scent... De- Association has elected six dail 
ge. A page is a unit whether | |livered.” Lots of women liked the | TO Evans Associates | newspapers to membership in the 


Wh the 
n s 3 ; 
hate oe ps Saglg pthc idea of putting sachet into their! Judson Horrell, for the past five | organization, bringing the total | wiv CO. Lima, ONE 
pecs . 
“J ate ssion is produced, with the | 
’ -ame principle holding true when 
crm the fré action- of-a-page-comparison 
Is USCS 
iT iilustrate, take two publica- ; 
ons with an identical milline rate | & 
owe ut differing in the size of the for- | “i 
| nat. Now if a complete impres- | = 
ion can be produced in one — Me 
== ynly 1,000 lines, while the ot! er a a! a 
ae nub ation, to obtain a similar) REE aE my. : 
mp! sion, requires the use of > : 


250 lines or more, obviously the 
ormer offers an advantage over 
he latter, which the present mil- 
ne rate method fails to take into 
iccount. 

I feel, therefore, that a new for- 
nula should be considered which | 
vould take into account the third 
RAILWAY ind the missing factor—the linage 
te equired to produce an_ identical 

mpression in the publications 
cclesi- nder consideration. 
photo- In the milline rate method all 


lead. irculation is measured in terms ig = —\ to loving-cup \ manufacturers, there aad tes d 


Il. In selling the metal working 


industries, UE Lo —e locomotive 3 


anc f 1,000,000. Why, then, cannot “wT 
> pho-M¥ ne impression - producing page 
ed ™ init also be expressed in mee of | , 
essary MJ ov 1.000 or 1,250 lines as a basis l \ \ f h. B h k . 
oF ‘comparison? angles \ of approac! ut the Key-man in 
» DOW ME This far more accurate new for- | 
n th nula would then become: Rate 


tu leio00 divided by. circulation “x every engineering materials\ sand production methods 
had in 441.000 (or 1,250) equals mill-page- 
iota j line rate. 


\. Since the new mill - page - line bd 4 h . ; iH ifl Ry JY Cy 
N. method indicated above offers a/| picture 1S t e engineer. > | e spec es. 
daily uniform, ready and more accurate ( ain 


basis for comparison, and can also 


be applied with equal success in| 2? Ov 5 all d — 
ine aanelliie Hab, date to Bae : er l ,000 engineers, vit y interested in — 
that it deserves some considera- | ee 
1921 in, particularly since the current | o it ~ 
' ,. BBmilline rate method completely 


. ‘ . ac 

oe overlooks the very real factor of | materials and methods, Bus J subscribe to ae a 

the difference in the linage re-| , , 7 

quired to produce identical efféct ya c x) Brae 

| the various publications, rial it t t ‘ 
I should also like to have your XS b . h f Id d 

1 should also like to have your wots\ Because 1t concentrates on those fields as does 

oposed formula has already cre- 

ted considerable interest in the | 
ivertising circles. 


no other industrial publication. 


Small Potatoes 


weial> 
To the Editor: If your action i QOYS\ ¢ : : m i 
. Be ee se" in their own homes. \)< “% So... the man you “a 
A. - 


| 
JosepH M. DEMATTHEW, dh 
Eastern Representative, Phila- | W ¥§ - 
delphia Daily News, New 3 , ¢ ‘> - . re 
fork. % f h yp ee, 
a | ¢ 75% of these prime prospects , “4 ~ receive a 
ag 
| 


ire sets “A new low in journal- é 
isc ethies” (Ad-libbing, Nov. 6), 
ratrick’s telegram sets “A new 


reach in his most receptive mood a" through 


es 


—__ 
Like Unadorned Facts ? 


A.B.C. reports show that dure METALS AND ALLOYS in- 
ing the past 5 years, METALS creased from 498 to 1,895— 
AND ALLOYS paid circula- an increase of 280 percent. 
Y Beco 


COLLINS, 
MILLER & 
oe 


- the pages of 


tion increased 78 percent. This big swing indicates that 
This increase was entirely by suppliers to the metal working 


“<= f METALS industries are fast deciding 
rer 2 ths WHO is their key-man — and 

AND ALLOYS subscriptions how BEST h hi 

go to engineers’ homes, where “ edharsag Poy 


the reader can quietly and un- Your story in METALS 


interruptedly make up his ie aes ene ves The Engineering Magazine of the 
mind regarding present needs umber 1 Man through his : . 
and future rs da Number 1 Magazine — and Metal Working Industries 


eacye this same period, reaches him in his Number 1 
pages of paid advertising in Receptive Mood! 


. , “18 The wna who JL) 7) - 


REINHOLD | PUBLISHING CORPORATION, 330 WwW. 42nd STREET, NEW YORK 18, N. Y. 
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Bryan to Gulf Atlantic 
MacDonald Bryan, director of 
public information of National 


Airlines, Jacksonville, Fla., has 
also been appointed public rela- 
tions director of Gulf Atlantic 
Transportation Company. He will 
also direct advertising for the com- 
pany, which plans an auto ferry 
service between Key West, Ha- 
vana, and several other Caribbean 
points. 


407 SOUTH DEARBORN ST 


CHICAGO 5, ILLINOIS 


|money offered, housewives 
|compete will receive coupons for 


| 


Tag Deal Pushes 
Sales of Zero, 
Liquid Cleaner 


| Philadelphia, Nov. 7.—Offering | living 


|housewives $5,000 worth of free 
| grocery orders in a “gigantic new 
tag deal,’ Beacon Chemical Cor- 
|poration, maker of Zero, has 
llaunched what it believes is the 
|largest ad campaign ever planned 
for a liquid household cleaner. 
Bulk of the campaign will run 
in newspapers, although radio and 
magazines also will be used. The 
itheme, “Clean tomorrow’s way, 
today,” is a result of an extensive 
survey conducted among house- 
wives. In addition to the prize 
who 


> 


two free bottles of Zero, whose 
manufacturer believes the product 


(ed following a 
| successfully last spring when more 
| than 3,000,000 tags were given to 
| housewives in units of 30 chain 
store outlets, in a total of 56 cities. 
| At the same time, the company 
said, sales increased over 109%. 

The tags, hung from _ store 
streamers and distributed at the 
entrances of other stores, offered 
|$5 worth of groceries free to wom- 
|en who suggested uses for Zero in 
rooms, bathrooms and 
| kitchens. 


Offer Additional Prizes 


Following the tag deal, Beacon, 
thru its agency, McKee & Albright, 
Inc., Philadelphia, used 500 - line 
space in 40 major cities east of the 
Rockies. The text on the tag cards 
provided the base for consumer 
coupon copy, also offering $5 in 
free groceries to the 1,000 women 
who wrote the best letters on Zero. 
In addition, a “hooker,” consisting 
of one sentence buried in the cen- 
ter of the copy, offered all coupon 
clippers a certificate worth two 
free bottles of Zero at their gro- 


cers. This deal was worth 40 cents 


has a great future in the cleaner | in free goods to the consumer. 


market. 
The campaign theme was adopt- 


Selling a product with a wide 


| profit margin, Beacon can afford 


The Best Buy for 
This Rich Market! 


*1 


. 


55,000 


CIRCULATION 


% R. 
25 


PER LINE 


F.D. 


f 


TRY CAPPER'S WEEKLY—FIND OUT WHAT IT WILL DO FOR YOU! 


CAPPER’S WEEKLY 


TOPEKA 


For more sales in this 
rich Middlewest market 
put Capper’s W eekly on 


vour current list. 


It produces sales—either 
direct or thru dealers. It 


will produce for you. 


KANSAS 


tag deal tested | 


» 
9 
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THRO, THE MODERN L1QUID MOUSIMOLD CLiANER 


ow toes Gets dew. | See. ee sh he 


NEW TAG DEAL—Following a test 
last spring, Beacon Chemical Corp., 
Philadelphia, is using this newspaper 
copy to promote its store tag deal 
offering $5 grocery orders to house- 
wives as well as certificates good for 
two bottles of Zero, liquid household 
cleaner. 


this huge sampling deal. In ad- 
dition, it allows chains, super mar- 
kets and large independents 10 
cents per case advertising allow- 
ance if these outlets display 10 
or more cases of Zero in their 
stores. 


Copy Points to Usefulness 


Based on results obtained from 
the original distribution of tags, 
Beacon is slanting its current 
newspaper promotion at the three 
rooms using 90% of all liquid 
cleansers sold today. Copy says 


from woodwork, floors, 
painted walls, tile walls, windows, 
and mirrors.” 

In its promotional efforts slanted 
towards dealers, Beacon stresses 
the fact that Zero is not an am- 
monia substitute, nor a bleach. It 


take advantage of the advertising 
allowance, and use store posters. 


“Just a cloth and Zero zips dirt} 
fixtures, 


Martin Plane May 


Compete with R.R. 


Baltimore, Md., Nov. 7.— jy. 
plane competition with rail) aq 
in the near future was forec: ; ;, 
an announcement last week b: 
cials of the Glenn L. Martin | 
pany that its new Martin Me 
will operate on direct flying cog; 
of only 1.15 cents a ton-mile. 

Martin engineers claim tha 
new plane can provide trans:por. 
tation at less than 2.5 cents ; 
mile, even after the addition 9 
more than 100% of the direc; fy. 
ing cost for ground establishmen; 
traffic solicitation, overhead 
interest. 

The plane has been designed 
carry 30 to 36 passengers, so | 
it is pointed out, if the usua! 
of 200 pounds for each pass 


if 
Nat 


rate 


: : nger 
and his baggage is followed, pas- 
senger rate could be stabilized at 
a quarter of a cent a mile, and not 


the present average of five cents 
a passenger-mile. 

Plans for advertising the Mer- 
cury have not yet been set. Van 
Sant, Dugdale & Co., Baltimore, js 
the agency. 


Y&R Elect Lydecker V. P. 

Garrit Lydecker, contact man 
on the Lever Brothers Company 
account for Young & Rubicam, 
New York, since June, 1943, and 
previously with the National] Bet- 
ter Business Bureau, has been ap- 
pointed a vice-president of the 
agency to supervise advertising for 
Lever’s Swan soap. 


Sutton to Glicksman 


Sutton Shirt Corporation, New 
York, maker and distributor of 
McCoy shirts and sportswear, has 
named Glicksman Advertising 


urges them to build mass displays,| Company, New York, as agency 


National magazines and trade pub- 


llications will be used. 


THAT GUARANTEE DAYTON’S 
POSTWAR INDUSTRIAL 
ACTIVITY 


4l different Automotive Prod- 


ucts will be made in Dayton. 


18 factories in Dayton will 
make Home Appliances and Equipment. 


65 plants in Dayton will make 
Machine Tools, Jigs, Dies, Gauges, etc. 


456 industrial plants in Dayton 


will make a wide variety of important peacetime products. 


AND add to Dayton's industry— 
$100,000,000 annval farm income from the rich Dayton 


trading area. 


Postwar Dayton with its 456 industrial plants 
will be bigger and busier than prewar Dayton 


f THE 


| JOURNAL-HERALD 
\ Vaylou's largest Daily Circulation 
\ é 


Nationally Represented by The Geo. A. McDevitt Co. 
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FIC Files New 
Complaint Against 
Rayon Industry 


Washington, Nov. 7.—FTC law- 


yers have issued the second in a 
series of unfair trade practice com- 
plaints against members of the 


rayon industry who engage in ad- 
yertising allowance programs dis- 
cussed at great length in the re- 
cently completed FTC special re- 
port on advertising as a factor in 
distribution. 

Following by less than a month 
, complaint against Celanese Cor- 
joration of America, the Commis- 
jon today ordered N. Erlanger, 
3lumgart & Co., New York, one of 
he largest converters and distrib- 
itors of acetate rayon fabrics, to 
xplain its policies in granting al- 
owances ranging from $125 to 
34.550 to certain stores handling 
ts products. 

The new complaint is quite sim- 
lar to the pending action against 
‘elanese Corporation, charging 
hat the allowances were made to 
1 few stores which the company 
irbitrarily selected on a basis of 
lleged “prestige” in the field. Like 
Celanese, FTC says the N. Er- 
anger, Blumgart & Co. provided 
dvertising allowances for certain 
tores, but refused others. 


Cash Rebates Refused 


In today’s action FTC draws the 
ine of discrimination somewhat 
sharper, for the complaint admits | 
that N. Erlanger, Blumgart & Co., | 
was Willing to provide advertising 
material and promotion services 
for all customers, although it was 
not willing to give cash rebates to 


Celanese, according to the com- 
plaint issued Oct. 4, had offered re- 
bate inducements so that “pres- 
tige” stores would feature Celanese 
labeled goods. Similarly, today’s 
complaint charges that the purpose 
of the offer to ‘“prestige’’ stores 
was to insure that Earl-Glo and 
Duchess fabrics were featured by 
leading stores. 

In its advertising report, FTC 
noted that rebates were a common 
practice in the rayon field because 
they had been considered neces- 
sary in the early 1930’s to induce 
stores to display the product, 
which was suffering from a bad 
‘eputation resulting from failure of 
in inferior product introduced to 
the market shortly after the last 
war. By 1939, however, the rebate 
system had become so unwieldy 
that with the exception of Cela- 
nese, and later some others, the 
large manufacturers abandoned 
the practice. 

In the advertising study the 
Commission discussed the arrange- 
nents made by Celanese and 
others, clearly indicating its pref- 
erence for the decision of members 
! the industry who had decided 


lo stop rebates to retailers. 
FTC holds: that such rebate ar- | 
ingements frequently are merely | 
eans of hiding price discrimina- | 
‘on, in violation of the Robinson- 
ratman Act, which requires that 
s00ds be offered to all purchasers 
1 proportionately equal terms. 
Stores which benefited from N. 


THERE 1S A 


IN DIESEL 


This alert held is going into great 
er volume as the months go by 
Is your equipment going to share 
with Diesel Progress this ready 
made market? 


'H STREET * NEW YORK 19,N. Y 


Erlanger, Blumgart & Co.’s re- 
bates,, according to FTC, included 
R. H. Macy; Saks, Inc.; Kresge de- 
partment stores; Gimbel Brothers; 
Peck & Peck; B. Altman; Lord & 
Taylor, and Bloomingdale in New 
York; Bests Apparel, Seattle; Mau- 
rice L. Rothschild and Chas. A. 
Stevens Company, Chicago, and 
Abraham & Straus, Brooklyn. 


Pocket Books Appoints 

A. H. Mitchell, manager of chain 
store sales for Macfadden Publica- 
tions for the past six years, has 


been appointed head of the chain 
store division of Pocket Books, 
Inc., effective Dec. 15. 


Agency Promotes Groden 


Sam Groden, production man- 
ager of Shappe-Wilkes, Inc., New 
York, has been elected a vice- 
president. 


To MacDonald-Cook 


Fred R. Swansen, formerly with 
Maxon, Inc., has been appointed 
production manager of the Chicago 
office of MacDonald - Cook Com- 


45 


pany. Jean Craig, formerly with|N. J., has been elected president 
J. Walter Thompson Company,|and a director. Dr. S. M. Martin 
Chicago, has joined the agency as|Jr., formerly head of the rubber 
production assistant. development department, has been 


= appointed sales manager. 
KTUI, to Mutual | 


Station KIUL, Garden City,! CORN —HOGS — OATS — CHICKENS 
Kan., operating on 250 watts, 1240 
ke., has joined MBS, making that | A 
network’s total 246 outlets. 


Elected Thiokol President 


Joseph W. Crosby, former sales 
manager and general manager of | 
Thiokol Corporation, Trenton, 


vmuvurpnrno 


CATTLE — SHEEP — HAY — WHEAT 


Qazor Blades Cuf A Swath shroud We 


so 


KEY STATION OF THE 


More and more are sales-minded advertis- 
ing managers looking to the Easts (Ed and 
Polly) to send sales zooming. 


And a razor blade manufacturer recently 
proved once again the sales potency of this 
early morning show—Breakfast in Bedlam 
—despite the fact that hundreds of thou- 
sands of shaving-age men in this area are 
away in the armed forces. 


One single 50-word announcement brought 
a 49% greater response than a similar 
announcement a couple of years back when 
those hundreds of thousands were. still 


at home. 


This is not an isolated case. It is one of 
many that points to three things—(1) the 


BLUE NETWORK 


pre-eminence of the entire Blue Network in 
the morning field (greatest audience of any 
of the networks); (2) the mounting popu- 
larity of Breakfast in Bedlam; and (3) the 
new strength and clarity since WJZ moved 
its transmitting station closer to the mil- 
lions in the New York trading area who 
will buy those products they hear about 
over WJZ. 

Yes, 7 million more people are now within 
the range of the brilliantly clear 50-milli- 
volt signal of WJZ—your strongest voice 
in the world’s richest market. 


For further details of lowest-cost-per-in- 
quiry ask Blue Spot Sales in New York, 
Chicago, Detroit, Los Angeles or San Fran- 
cisco or the Sales Department of 


Your Strongest VOICE in 
the World’s Richest Market 
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U. S. Plywood Extends Its 
‘Project Credit Plan’ 

A “project credit plan” for re- 
turning soldiers or small mer- 
chants “dislocated” in the period 
immediately following the war’s| 
end, has been advanced by the 
United States Plywood Corpora- 
tion to aid those who cannot ob-| 


roll. 


tain a line of credit from a bank | 
to make stock purchases or pay 


The corporation also 
free of charge, the services of its 
staff architects and engineers 
|insure the success of the projects. 

Never before publicized by the 
corporation, the plan has been in| 


OSA NANA DULG 


_\ How Business and Industry Are Preparing for a Peacetime World 


| possesses or can command some 
| skill to use the corporation’s prod- 
| ucts will be provided with the ma- 
terials to work, and if necessary, 
with the money to meet his pay- 


supplies, 


to 


for labor. In the Plywood plan, | effect since 1930 when the cor- 
anyone of good character, who!poration found that such help| 
~*~ *&* A Nationwide Sur- 


vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7. N. Y. 


;enabled many of its smaller ac- 
|counts to continue operations. 

' Monsanto Chemical Company, 
St. Louis, announces that a newly 
developed resin fabric coating may 
displace rubberized fabrics in the 
| postwar textile picture. 

Described by Dr. Donald R. 
Powers, the company’s director of 
textile research, the new product, 
termed Syton, is said to be “an 
anti-lubricant; a drop of it dries 
up a surface just as a drop of oil 
lubricates a surface. It is not at 
all an adhesive, yet it acts like 
an adhesive in many cases by in- 
creasing the drag and decreasing 
the slippage. It is effective in sur- 
prisingly low concentrations, and 
it appears to be washfast.” 

Pointing out that great strides 
have been made in waterproofing, 
fireproofing and mildewproofing 
materials needed for the military 
|use, Dr. Powers said that experts 
in the industry feel “that the rub- 
berized fabrics of prewar will be 
entirely replaced in the postwar 
| period by resin coatings developed 
| to alleviate the rubber shortage.” 
| oR co oe 


| The use of alcohol in the syn- 
thetic rubber and plastics proc- 


In the city of Bagdad-on-the-Cuyahoga, 
which is called Cleveland, there lived one 
Abdul, a vendor of talking and singing 
birds. Day long, his shop was a-twitter 
with the voices of talking mynas and sweet- 
singing bulbuls. The only thing lacking 
unto Abdul was customers. 


a2\ 


To Abdul, this was the most perplexing of 


sorrows. For, 


with wondrous and desirable birds . 
mynas who could recite whole suras from 
The Koran... 
—among them his pet, Butch, who whis- 
tled the Muezzin’s call to prayer with a 
boogie beat. Yet there were few listeners. 
And no buyers. 


verily, his store was filled 
.. with 


with silver-tongued bulbuls 


Then, upon a day when Abdul was reduced 
to lunching on bird seed, there spake unto 


him a neighboring merchant, saying, 
“Abdul, old drip, its time you got hep. 
Put your talking and singing birds on the 


air over WHK and you'll be in the 
— bucks. WHK sells everything else in town 


. why not birds?” And thus began the 
days of lush prosperity for Abdul. 


Because this station does seli goods 


Retailers’ Choice in Cleveland" 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 


WHK-WCLE, 


Cleveland; WHKC, Columbus 
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Jesses is quite well known. 
| possibly widespread use as a fuel 
|in postwar automotive and avia- 
| tion is pointed out in a recent issue 
|of the Illinois Beverage Journal. 

| It declares: “A hint of what is 
ahead of us is seen in the head- 
lines about the ‘water injection’ 
used as ae special horsepower 
booster for fast American fighter 
planes. The water injection is 


water.” 

Declaring that chemists have 
long known that the presence of 
alcohol, water, or both, reduced 
the “knock” in combustion en- 
gines, the article goes on, “Tests 
of water-alcohol injection equip- 
ment disclosed that there are pos- 
| sibly many economies in the oper- 
| ation of an engine. One truck 
|}engine, for example, showed that 


| 


|after being used 40,000 miles with | 


| this water injection, an estimated 
|total saving was had of $250. In 
| addition, the alcohol served as a 
|solvent for the binder on carbon 
deposits and acted as a carbon 
remover.” 


Two out of every five women 
are air-minded, a recent “Woman’s 
Home Companion” opinion poll 
discloses. Nearly 70% of them 
would fly to Europe after the war 
if airplane flights cost $200; and 


want to learn to fly a plane. The 
2,000 “Companion” readers were 
selected by age, income, geograph- 
ical location and other factors to 
obtain a true cross-section of the 
entire readership. 

* * Bo 


British manufacturers of fur- 
|nishings fabrics are ready to start 
export trade immediately postwar, 
when production bans are lifted, 
Retailing, a Fairchild publication, 
|reports. The industry in the past 
_five years has been engaged almost 
|exclusively in production of war 
textiles — balloon fabrics, para- 


Its | 


simply a mixture of alcohol and | 


More than 400 injection devices, | 


jets fitted into carburetors with | 
supplementary equipment, are 
now in operation on cars and} 
trucks. 

ok oo 


65% of them under 25 years of age | 


chute silk, tent duck, kit webbing, | 
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etc. 
likely to open to British 
facturers after the war as | »jp, 
South America, Switzerland ang 
Sweden. ; 


It sees the first market 


€ts 


nu- 


Communities are being ure 
integrate future building in; 
long-range, master plans to bene. 
fit the community as a whole. jn , 
study recently released by the Nn; 
tional Committee on Housin 
titled “Your Stake in Comn 
Planning.” The study stress: 
necessity for combined ope: 
by the banker and the builder, the 
architect and the landlord. the 
homeowner and municipal officia}: 
in over-all community planning 
The committee points out that the 
alternative to such inter-relateg 
action is unco-ordinated, wastefy| 
}and unattractive neighborhoods 
doomed, like so many that spran; 
up in the 20’s, to premature blight. 


+ 
\ 
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Basing his prediction on ye. 
cent surveys conducted by the 
|home service department of his 


| company, L. M. Taylor, sales man- 
ager of the Mississippi Power % 
Light Company, said the home of 
tomorrow will include automatic 
heating and hot water equipment, 
/year ’round temperature control. 
| efficient and labor saving facilities 
ifor cooking, food preservation 
cold storage, laundering, clothes 
drying, washing and drying dishes, 
| disposal of garbage and waste, ai! 
cooling and the complete elimina- 
| tion of cooking odors. The data ij 
included in two market and deale: 
|surveys prepared by the company 
and its agency, Dixie Advertisers, 
| Inc., Jackson, Miss. 
ok * * 

Boyd W. Bullock, advertising 
manager of G-E’s appliance and 
/merchandising department, told 
| members of the Industrial Adver- 
|tising and Marketing Council re- 
cently that “if America is t 
| achieve the $100 billion a year 
prosperity hopefully prophesied 
|now, a prosperity equal to that 
|stimulated by war, people will 
| have to be sold on a mighty lot of 
things entirely new to their pre- 
war way of living.” He said thai 


... the answer is 


‘‘PLENTY! 


HERE ARE over a half 


income (S. M. 1943 est.). 
America’s big, new market 
| and Tribune-Sun, 130,000 


“What's cooking?” 


SAN DIEGO 


"ne 


4 


— and may we add, YOU’LL WANT SOME! 


million Southern Californians 


in a compact, isolated area. A city recognized as most 
likely among big cities to retain and even improve w«'- 
time population gains ... backed by the 23rd richest agr'- 
cultural county in the United States! $269,203.00 
Annual Retail Sales. $1,924 per capita effective buy ng 


The one best way to reach 
is with the San Diego Unon 
daily, 97,000 Sunday (F\>- 


| lisher’s net paid), worthy of your “A” schedule. .NOW! 


TRIBUNE - SUN 
Union-Tribune Publishing Co. 


Submit Your Schedu! 


Drastic economies in use 
newsprint are improving 
service to advertisers w 
may have had previous d 
culties due to the par 
shortage. 


REPRESENTED NATIONAL! 
BY WEST-HOLLIDAY CO., |: 


New York « Chicago « Denver « Se? 
Portiand e San Francisco « Los Ange 
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a sing and promotion must|Collier Publishing Company for} Barton, Durstine & Osborn, New , . ing ae ‘ 3 = 

ets TF ore ne | a yearning for things the past 20 years, has been ap-| York, and with the agency since Father's Day Council dont of Clusts, “Peataae "Te, 

U- fH s.o¢ ‘he public will want to sacri- | pointed circulation promotion di- | 1929 in various capacities, has Plans $75,000 Budget New York : ale 7 

ing » -avings, “even some of their| rector for Haire specialized busi- | been named local radio manager A publicity budget of $75.0 = 

ind He ty and leisure time, to be/ness papers, Winston Thornburg, |of BBDO to contact local broad- fo, Beaman od er atner a pen 

have such new things.” e! Skyways, has Reonene semnere | casting companies, June 17 1945, has wien euaianand To Blaine-Thompson 
« * # advertising manager o irports, ; eo Pee pa ee she ; i 

it i; anything, the war years are| and Anis Amary, with the Staten | ‘ ees age ee ane A pad “. ee Company, 

= : : —s effect on_mid- Island Bulletin ‘es 10 sae nN nas Dean to Muller & Phipps = ceeds the 1944 figure by 50%. will fisect ivan on Bertin Laby 

ne- n y 7ey ak ) ssisté copy chie ; pa : pont _ ata pod Me ie sing Mar 4ab- 

7. Ht in Mexico City as account execu- | Magazines, films and in retail mer- gc ; , or ; 

Na. abash College, Crawfords- y ou u gazin ing chemist, and Tylon Products, 

on ig ior me Bas cig age oe gue —— oo fog for oe a ae ie, ag tec, es . “ cold wave manufacturer, New 

ity Meo a ger - Pence a branch o ran vertising, eorge G. Goldie, vice-president | York. Fred Golde as retur 

the oe prs ge td en == —— BBDO Promotes Scanlon Inc., New York, has joined Muller|of John David, Inc., New York, | to Slee Hl cco pg Be 

ons & go to college; Pater of | Gertrude Scanlon, time buyer in & Phipps (Asia) Ltd., New York men’s clothier, is the new national | theater department, following his 

the 7... -omaining one-quarter plan to the radio department of Batten, | Asiatic selling corporation. chairman of the council, succeed-/| release from the Naval Air Corps. aa 

the # anter a business for which a col- 4 
‘iclals HB jooe education is unnecessary. a 
ning Infuence of the mechanized — 
t the MM war. it is believed, is shown in the es 
Plated €| that 43% of those planning Ee 
teful 0 at nd college will study engi- 
oods, Hl eer Medicine will claim 9.2%; 


rang 


told 
.dver- 
‘il re- 
Is t 
yeal 
hesied 
» that 

will 
lot of 
> pre- 
d that 


on, 8.6%; agriculture, 3.8%, and 
hysical education, 3.5% 

H of those planning to go to 
lhe said that a member of their 
an had attended college before 
im. None of these said his par- 
nts objected to his going to col- 
ege. Of the group not planning 
9 attend college, however, only 
§% said a member of their imme- 
liate family had received a higher 
ducation. 

Nearly half of the high school 
eniors and juniors queried who 
lan to attend college have saved 

t least a little to help pay college 
xp enses. 

A nationwide survey of the pres- 
nt status of public works plan- 
ng was recently completed at the 
‘equest of the special House com- 
ttee on postwar economic policy 
d planning, by the Federal 
Vorks Agency in cooperation with 
the Bureau of Census. The survey 
ows that plans for 6,559 projects 
exclusive of highways—to cost a 
ttle less than a billion dollars, 
have been completed to the point 
here they could be put into oper- | 
ition within 60 days. That figure | 
represents far less than even a’ 
ormal prewar year public work | 
program and only 61% of the 
funds needed for construction are | 
on hand. Two-thirds of all the 
completed plans are accounted for 
; only five states— New York, 
California, Illinois, Michigan and 
Ohio. More than a third are ac- 
yunted for by just five cities— 
Yew York, Chicago, Philadelphia, 
Detroit and Los Angeles. 


Paul Howard to Direct 


Advertising for Field’s 
_ Paul H. Howard, with Marshall | 
Field & Co., Chicago, since 1935, | 
nd recently on leave for a special | 
ar assignment at the University | 
{ Chicago, has been appointed ad- | 
ertising and sales promotion man- 
iger of the manufacturing division 
ot Field’s, with headquarters in | 
‘ew York. | 
Formerly assistant advertising | 
nanager of the Frederick & Nel- | 
n store in Seattle, Mr. Howard | 
‘as transferred to Field’s store in 
iicago as basement Hj Bose td 
hanager, the position he held be- | 
fore going on leave. 


Haire Adds Four Execs 

J. G. Johnson, formerly produc- | 
on supervisor for McGraw - Hill | 
Publishing Company for 12 years 
nd ‘r in the production depart- | 
nent of Butterick Company, New | 
4 as been named assistant to 
‘Ne Givector of production of Haire 
ut ng Company, New York. | 
" Hunter, with Crowell- | 


| Y 
) 


3.9%; business administra- | 


4.000 DOCTORS PAID FOR A SECOND LOOK 


N AN 11-month period, we received 
882 requests from physicians asking 
us to supply Modern Medicine in a single 
volume containing the 12 issues of 1943. 
Before undertaking the. compilation, 
we checked our plans for a MODERN 
MEDICINE ANNUAL with 100 prac- 
ticing physicians. The answer, summed 
up, was this: ““The idea . . . sounds good 
because it would give us a whole year ofre- 
ports ...in medical progress. It... would 
be helpful for supplementary study.” 

We published the first, MODERN 
MEDICINE ANNUAL! last February. 
Within five months, we filled requests for 
4,000 copies . . . our entire press run. Four 
thousand physicians each paid three dollars for 
a second look . . . for a full year’s yield of 
medical reports as recorded in the pages 
of Modern Medicine. 


* * * * 


An analysis of the response adds up to 
some interesting conclusions of special 
significance to medical advertisers. 
Because U. S. physicians know that 
every subject of current medical interest 
will appear in Modern Medicine, the 
magazine becomes a source book of lasting 
interest. (A survey revealed that 52% of 


A < oat 


ee wee! EDICIN aye 8 
THE JOURNAL OF DIAGNO 


our readers file their copies for future 
reference.) Of the remainder, whose 
copies were lost, lent or lifted, 4,000 were 
willing to pay three dollars for a volume 
containing 12 issues of Modern Medicine?. 

The U. S. medical profession recog- 
nizes the day-to-day importance-in-prac- 
tice of the clear, concise chronicle - of 
current progress in dagnosis and treatment 
recorded monthly in the pages of Modern 
Medicine. 

Three dollars for a second look proves 
that—multiplied by 4,000—there are few 
more dramatic examples of the sincere 
value attached*to the Modern Medicine 
we deliver every month to every U. S. 
physician in civilian practice. 

Advertisers recognize this value, for in 
1943 and 1944, manufacturers of drugs, 
pharmaceuticals and instruments recog- 
nized Modern Medicine’s editorial worth 
by placing more lineage with it than with 
any other monthly medical publication. 


1 

Modern Medicine Annual is a 700-page book containing all 
the editorial text on general medicine, surgery, pediatrics 
and all major specialties as it appeared in Modern Medicine 
during 1943. The information, stressing diagnosis and treat- 
ment, is the essential type of factual evidence which helps 
the doctor in his day-by-day practice 

> 


Since 4 out of 5 buyers of the first Modern Medicine Annual 
asked that we reserve a copy of the second Annual, we will 
publish another in February, 1945. 


STIS AND TREATMENT 


PUBLICATION OFFICE—MINNEAPOLIS, MINN. 


NEW YORK + CHICAGO + CLEVELAND 


LOS ANGELES + SAN FRANCISCO 


ope. 


ig = aa i ‘ : , Pas mi of = 
iin 
7 
_ 
» the a 
ver & ee — 
ine of | ; s a — — ; £y1 
n ent, - ma | ee 2 .. 
ntrol. i 4 1 7 3 ‘ * Z - iad Sci ae Sea ay il 
ation TEER Mé | “aoe Ps haa a auie 
theac J > 7 : a ee ad aon R 
hehe HEE Ee, oe UUme | yeh : 
+ - ’ ; : 4 j E 4 s i joi BP cotticns veneas a re i A: ' > wit 
sine 3 3 a 4 4 pe 3% 4 > Pe Sahl ’ ae " tg \ ps ss 
mina- . a3  & Ee ‘ : mil §. ATE . af? ; a» . 
lata j "EERE R FE 4 . air ios de oe mK. = O\\g \ . : ee & ; 
fale 43114) 4) Bere rel ae Py 0 7 
npany 434) | ee FY Be Ors 8 i q 
tising — f f & » | a 
a 497 . : \ Pi ; ar ie 
3 i = a ere 
oe 
a a. 
mn 
- a 
— j — pa 
‘fF 5a poh A 
_— 
_ ; , Aad 
‘ 7 
— it a ry is 
~» sa Nh is A pi 
ff > ek, Ee ae 
‘ oo ieee 
ne 
: 
2) 1, 30 
m7 
ie! a 
an 
a 
ans . 
ost 
_ i 
ri- a a : 
5 cl 
cn Ps = 
ae 
n a 
; 2 jae 
al ee 
ve 1 _ 
—— aS = — epee i ee 
| er apne, 2 a Sok iI ee eens —— i a : c 
XS . ¢ ‘—_ 
Bs. ame 
S| GaGa ‘at 
c= a 
t REER| I ® REF ee 
= re er 
ae 
T YOUR CONTRACTOR- a a 
ILDER CUSTOMER”— Aas. 
sational descriptive booklet of : 
iiding Market. Contains a- ae 
tood about the building | “ite, 
ees eee ~*~ 
Pert ce ; 
“West Van Buren Chicago 5 


48 


Westinghouse Perfects 
Paper-Saving Package 

Westinghouse Electric & Mfg. 
Company’s lamp division, Bloom- 
field, N. J., has perfected a ship- 
ping container for fluorescent 
lamps to save an estimated 2,500,- 
000 square feet of box board and 
1,500,000 feet of paper sealing tape 
during the next year. 

The new package opens at the 
end instead of on the sides, elimi- 
nating overlapping flaps which 


formerly extended along both 
sides of the carton. Sealing the 
ends requires 54% less paper tape | 
than sealing the side flaps. The 
new container measures 50 inches 
in length, holds 24 fluorescent 
tubes and has passed two months | 
of trial tests successfully. 


Rifle Salesmen Urged 


to Take Arms Course 


O. F. Mossberg & Sons, New 
Haven, Conn., firearms manufac- 
turer, 
principal hardware sporting goods 
| trade publications this month urg 
ling retail salesmen to take the 
| basic small arms training course | 
sponsored by the National Rifle 
Association, Washington, D. C., on 
the theory that increased knowl- 
edge of shooting will stimulate 
sales. J. M. Hickerson, New York, 
| is the agency. 


| 


Delozier Transfers 
Donald E. Delozier, production 


| manager of Brooke, Smith, French | 


& Dorrance, Detroit, has resigned 
to accept a similar position with | 


Advertising Age, November 12 | 


Department Stores Will Sell 
Private Label Appliances 


| Marshall Field Signs 
_ for AMC Plan; Six 
_ Join Macy and May 


is launching a campaign in| 


New York, Nov. 9.—More than | 
score of large department stores 
a throughout the country are making 
| plans with Associated Merchan- 
| dising Corporation, New York, to 
sell major household appliances 
after the war either under the 
AMC label or their own, Joseph P. 
Kasper, 
ADVERTISING AGE this week. 
Stores not among the 23 regular 
members of AMC which also will 
participate in this program, Mr. 
Kasper added, include Marshall 
Field & Co., Chicago, and Fred- 
erick & Nelson, Field’s Seattle af- 
filiate. “In addition, there will be 


Florez, Phillips & Clark, Detroit| other retailers both here and in 


industrial agency. 


foreign countries who will partici- 


.-. via WMAQ 


The need for Religion has never been greater dur- 


ing any period of our country’s history. 


williiene today are seeking 


America’s 
the comfort and sta- 


bility that only Religion provides. 
Religious programs, the finest for all faiths, have 


been a regular policy of WMAQ, NBC’s key mid- 


west outlet. 


This far-reaching policy, in fact. in- 


cludes every branch of the cultural and educational 


fields — Drama. Education. 
Music .. 


programming. 


News, 
. they're all an integral part of WMAQ 


Book Reviews, 


To this policy belongs much of the credit for 


president of AMC, told | 


| pate,” he said. “At the moment 
_we do not care to mention their 
|/names as negotiations have not 
been completed.” 

Prior to the war, 20 of the then 
22 members sold household appli- 
;ances bought for them by AMC. 
Nineteen of these used the AMC 
label. J. L. Hudson Company, 
Detroit, used its own brand name. 
Whether Field’s and the other | 
stores in the postwar plan will 
promote the appliances under their 
own or the AMC label, Mr. Kas- 
per said, has not been decided. 


Will Carry On 


In addition to Hudson's the 
member stores in the prewar pro- 
gram—all of which also will be in | 
it after the war—are Abraham & 
Straus, Brooklyn; L. S. Ayres & 
Co., Indianapolis; Bloomingdale 
Bros., New York; Milwaukee Bos- 
ton Store, Milwaukee; Bullock’s, 
Los Angeles; Burdine’s, Miami; 
H. C. Capwell Company, Oakland; 
Dayton Company, Minneapolis; 
Emporium, San Francisco; Joseph 
|}Horne Company, Pittsburgh; 


Rike -Kumler Company, 
John Shillito Company, 
& Fuller 
Strawbridge 


lumbus; 
Dayton; 
Cincinnati; Stix, Baer 
| Company, St. Louis; 
|& Clothier, 
| Taylor Son & Co., Cleveland; 
|Thalheimer Brothers, Inc., Rich- 
mond, and R. H. White Company, 
Boston. 

Present AMC members not in 
the program are William Filene’s 
Sons Company, Boston; B. For- 
iman Company, 
| Rich’s, Atlanta. 
Macy-May Group Expands 


Meanwhile, Affiliated Retailers, 
Inc., New York, 


last summer by R. H. Macy & 
Co. and May Department Stores 
Company, announces that six other 
department stores have joined this 
| group, which will handle, among 
other things, major household ap- 
pliances. 

Affiliated Retailers, ADVERTISING 
AGE was tald, is still being organ- 
ized and has made no decision yet 
as to whether it will handle na- 
tional or private brands of appli- 
ances—or both. The organization 
will not start formal operation 
until early next year. 

New additions to the AR setup 
are Carson Pirie Scott & Co., Chi- 
cago; Kaufmann Department 


Hutzlar Brothers Company, Balti- | 
more; F. & R. Lazarus & Co., Co- | 


Philadelphia; William | 


Rochester, and | 


a group buying | 
and selling organization formed | 


Curr Company, Rocheste; 
Younkers, Des Moines. Th, y,, 
company has stores in 
Baltimore, Cleveland, Deny: |, 
| Angeles and St. Louis. May 
trols L. Bamberger & Co., N 
LaSalle & Koch, Toledo, an: 
|son-Paxon Company, with , 
| Atlanta, Augusta and Maco ¢. 
Peterson Heads Divisio, 
Howard B. Barber, presid.; ,, 
Affiliated Retailers, the sent 
headquarters of which are the 
Macy store at 151 W. 34th Si. Ne 
York, has announced the ap) oin}. 
ment of V. F. Peterson as d 
manager of major appliances. Fo, 
the last 11 years Mr. Peters ha. 
‘been with Montgomery Wir 
Co. as regional merchandiser an 
then as buyer of major app! ances 
With AR he will have charge o; 
| purchasing and promotion 
frigerators, washers, ironers, yae. 
uum cleaners, sewing machines 
radios, gas, electric and oil stove 
kitchen sinks and cabinet 


| 
|75,000 Request 


Securities Leaflet 
Distributors’ Group, Inc., Ney 
| York, reports that requests have 
been received for over 75.00 
/copies of its recently issued pam. 
|phlet on investment — securitie 
|titled “Are You Waiting for the 


| Axe to Fall?” 

| The leaflet, mailed originally t 
900 investment dealers on Dis. 
tributors’ Group lists, notes that 
'“sound securities are available 

| bargain prices.” This is attributeg 
to the fact that Americans are 
holding 84 billion dollars in idk 
cash because they are afraid 1 
buy securities. 


Drug Chains to Push 
‘Large Size Week’ 


More than 60 nationally adver- 
tised and distributed fair trade 
drug products will be represented 
in the 1945 observance of “Large 
Size Week” Jan. 19 to 29, spon- 
sored by Chain Store Age in coop- 
{eration with leading drug manu- 
facturers. About 200 drug chains, 
operating 4,200 stores throughout 
the country, will participate. 

Local newspaper advertising 
and window and store display 
will be used to promote the event 
During the 1944 “Large Size 
Week,” chains inserted 1,040 tie-i 
ads in 368 cities, using newspapers 
with a total circulation of 43,000,- 
000. 


Deiner Joins Curtiss 
George Deiner, formerly adver- 

| tising manager of Pierce Governo! 

| Company, Anderson, Ind., ha 


Stores, Inc., Pittsburgh; Pogues,!| joined Spencer W. Curtiss, Inc 
Cincinnati; Ed. Schuster & Co.,| Indianapolis, as account execu- 
| Milwaukee; Sibley, Lindsay & | tive. 
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| NOTHING ATTRACTS READER 
@ INTEREST LIKE “WHAT'S NEW!”” 


. War or post-war... 


several reasons why 
. boom or de- a 


making WMAQ the C HICAGO STATION MOST 


bec dats’ 
rm oi 


yression . . . sO many active plant 5 
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that increased sales and profits are the result. 


In Chicago its WMAQ. 


4 CHICAGO 


=| — |NDUSTRIAL EQUIPMENT NEWS 


, THOMAS PUBLISHING COMPANY ‘ 
461 Eighth Ave., New York 1, N. Y. 
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NBC’s key midwest station 
670 on your dial—50,000 watts 


REPRESENTED BY NBC SPOT SALES 
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A Service of Radio | 
Corporation of America | 
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1944 Adv 
wofG-E Will Maintain 


« #Prices at Prewar 
“Base After V-Day 


avi. N York, Nov. 9.—General 


Fle. Company will apply pre- 


Ga BBe a ces wherever possible in 
¢ stwar period, Charles E. 
vi] president, said here today. 
t off “Some 90% of the goods on the 
sent fmarke! on victory day will already 
the. fairly priced,” Mr. Wilson said. 
Newfwe roust not let the 10% which 
int-.ave been off the market the last 
isionfwo years throw us off balance. 
Forfirhere have been too many state- 
n has el in my opinion, that con- 
td &Momer products and services will 
an ave cost 25 to 30% more after 
Nees M»e war because labor costs are 
£e of 99 
{ re- Mr. Wilson said his organization 
Vac- i] not accept “this kind of think- | 
Ines o” 
ves “In the few items such as clocks 


ad irons which we have begun | 
+ make we are applying prewar | 
sices, and that will be our policy 
. the best of our ability,” he de- | 


New] G-E will embark on a $120 mil- | 
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MEDIA DIRECTOR 
The Joseph Katz Co. 
New York City 
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‘| can’t say anything about 
spot broadcasting that it 
hasn't already proved for 


itself. At our agency we've 
used a lot of it for a long 


time”. 


. 
we agree % 


just 27 words this femme 
mebuyer, who spots a lot 
' advertising in the mar- 
ts she wants, on the sta- 
ns she wants, has cov- 
-damany thousand word 
bject. 
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lion expansion program after the 
war, Mr. Wilson said, and will | 
put into effect a policy of indus- 
trial decentralization, placing new 
plants in relatively small towns 
wherever possible. 


. . ‘ ’ 
Knight Joins ‘SEP 
Ralph Knight, formerly manag- 
ing editor of the Post-Star, Glens 
Falls, N. Y., has joined the adver- 
tising and promotion department 
of The 
where he will direct editorial pro- 
motion. 


Saturday Evening Post, | 


‘Grant, Kreisler to Grey 

Grey Advertising Agency, New 
York, has been appointed to handle 
advertising for the Foster Grant 
Company, Leominster, Mass., 
manufacturer of plastic specialties, 
and the Jacques Kreisler Mfg. 
Corporation, North Bergen, N. J., 
|maker of watch bands and other 
jewelry accessories. 


Named Ad Manager 
Robert E. McDonald, in charge 

of merchandising and cooperative 

advertising of Minnesota Valley 


Canning Company, Le Sueur, 
Minn., for the past six years, has 
been appointed advertising man- 
ager. 


U.S. Rubber Names Two 

Herman A. Everlien, veteran of 
41 years’ experience in the me- 
chanical rubber goods industry, 
has been appointed general sales 
manager of the mechanical goods 
division of United States Rubber 
Company. Walter F. Spoerl, 
36 years’ experience in the field, 
has been named merchandise man- 
ager. 


with | 


49 
HOWARD 
PHOTGS = rrooucrs 
| Postcards 2c each. 20x30 mounted 
enlargements $2.50. Mail orders , 


cart to coast. GUARANTEE 
EVERY PHOTO TO LOOK LIKE YOUR ORIG- 
INAL. We. photograph sere: Write for 
free samples, price list P 

48 HOUR SERVICE 


HOWARD PHOTO SERVICE 


165 W. 46th St., New York 19, N. Y. 
BRyant 9-2490 


ALLIS-CHALMERS 


Knows that... 


That's why for the past nine years Poultry Tribune 
has been selected as one of the National Farm 
Magazines to carry Allis-Chalmers advertising. 


. You can’t afford to leave a 


“TWO BILLION DOLLAR HOLE" 


in your Farm Magazine Schedule 


1943 gross farm income from 


Poultry and Eggs was $2,867,000,000 


(SOURCE U.S.D.A.) 


To cover the most Responsive 
Section of the Farm Market USE... 


POU LT RY T Ri B U 4 E America’s Leading Poultry Farm Magazine 


Member: AGRICULTURAL PUBLISHERS’ ASSOCIATION * AUDIT BUREAU OF CIRCULATIONS 
HOME OFFICE: Mount Morris, Ill. * Representatives—New York: Billingsiea and Ficke —Chicago: J. C. Billingsiea Co. 


Your Farm Paper List is Not Complete 
without POULTRY TRIBUNE. 
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V-E Day Won't End 
Paper Shortage, 
ANPA Discloses 


New York, Nov. 7.— Paper and | 


paperboard will remain scarce for 
at least several months after V-E 


Day, American Newspaper Pub- | 
lishers Association reports in sum-| 
marizing opinions of key federal | 


officials. The findings, it is empha- 
sized by Edwin S. Friendly and 
Walter M. Dear, chairmen, respec- 
tively, of the ANPA waste paper 
and pulpwood committees, “point 


ing the newspaper drives” in these 
fields. 

The study produced these facts 
and forecasts: 

“1. Military requirements for 
paper and paperboard items for 
the last quarter of 1944 are at a 
wartime peak. Some new military 
demands” have arisen recently. 

“2. Army Services of Supply 


has advised the WPB that it ex-| 


pects no appreciable cutback in 
military requirements” for these 
products “for three to six months 
after the German surrender. Ni- 


|trating pulp, now used to make 


explosives, eventually will be par- 


|tially released for other essential 


purposes, 
Shift to Pacific 


“3. The repackaging of Army 
supplies and equipment for trans- 
fer from Europe to the Pacific 
after V-E Day will require an 
unbroken flow” of these products. 

“4. The United States will have 
to provide container board to the 
British for packaging military ma- 
terials to be transferred to the 
Pacific. Negotiations have _ just 


| been completed .. . to furnish 
| Britain a large tonnage of paper- 
sharply to the need for intensify- | 


board before April, 1945, for this 
purpose. 

“5. Liberated countries, partic- 
ularly France and Belgium, are 
making demands” for paper to 
restore civil government and a 
free press. 

“6. WPB officials preparing for 
reconversion of many war plants 
estimate that private industry will 


need huge quantities of paper and | sistant public relations director. 


'which will 


paperboard immediately after V-E| 
Day, and even before, to market | 
many civilian items heretofore un- | 


“7. Wood pulp imports from| 
Scandinavian countries are not ex- | 
pected for some months after V-E| 
Day. 

“8. Paper products for the first | 
time have been placed in Group | 
1 of WPB’s material substitutions | 
and supply list, indicating their 
growing scarcity, and container | 
board, paper and paper products 
were included in a WPB conserva- | 
tion division list of materials | 
remain scarce after | 
V-E Day.” 

‘i . 
Appoints Rickard | 
Rickard & Co., New York, has | 
been appointed advertising counsel | 
for Brown & Matthews, Inc., New 
York, engineering and construc- | 
tion organization. 


To St. Georges & Keyes 
Baldwin Garretson, formerly staff 
correspondent of the Christian | 
Science Monitor, has joined St. | 
Georges & Keyes, New York, as as- | 
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Tuer are more 4-H boys and girls in the 


4-H Boys and Girls 
Are a Strong Influence 


farm South than in all the rest of the U. S. 


(62.5% in 


young minds and strong muscles wield an in- 
fluence on the agricultural South which hardly 


can be over-estimated . . . now 


future. 


What the family thinks, what the family does 
... and what the family buys. . 


Is read by 2 out 

of every 5 white 

farm families in 
the South. 


' 
L 


14 Southern states.) 


These alert 
while but in 


and for the 


determined by these youngsters. 


| 


Editorially, Southern Agriculturist devotes a 


all 12 issues annually. It has 


done so for years. The youth of the South, as 


well as the older members of the family, are 


reached—and 


. are often 


$OUT 


GRICU 


this 75 year old farm magazine . . 
900,000 circulation. 


WRIST 
‘Cla We 


sold—through the columns of 


. more than 


r 


NASHVILLE @ ATLANTA @ LOS ANGELES @ NEW YORK @ CHICAGO @ _ DETROIT 


/as American families follow sons 
|and husbands scattered around the 


| ment, 
|famous places. The copy on Polar 
| Bear 


ee ALO See arr 
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Griffin Launches _ 


Separate Drives 


| available.” 


for Coffee Brands 


Muskogee, Okla., Nov. 7.—Grif- | 
fin Grocery Company, wholesale | 
concern with some 15 branches in | 
Oklahoma, Texas, Missouri and | 
Arkansas, has launched two ex-| 
tensive newspaper schedules to| 
run simultaneously on its two| 
leading brands of coffee, Griffin’s | 
and Polar Bear. | 

The schedules will run in news- 
papers of leading metropolitan | 
centers and secondary markets in | 
the four southwestern states, be- | 
ginning in October and running | 
through the winter. Ads are 48 | 
inches down to 12 inches on Grif- | 
fin’s, and 36 inches down to 12) 
inches on Polar Bear. 

Tied up with national thinking 


world, Griffin’s ads use such head- 
lines as “Rarest Blend,” “Tops in 
Taste,’ “Distinctive Quality,” with 
illustrations of Eiffel Tower, Lon- 
don’s Big Ben, Washington Monu- 
Niagara Falls, and other 


combines appetite appeal 
with the zestful aroma of this) 
brand. Such headlines as “Extra | 


|Cups per Pound,” “Extra Lift and | 


Extra Energy,” are illustrated with | 


| steaks, bacon and eggs, hot cakes, | 


cherry pie, etc., combined with | 


action pictures of zooming planes, | 


| defense workers, athletes, etc. 


Gibbons Advertising Agency, | 
Tulsa, handles the account. 


Hillman Spends 
$75,000 tor Debut 
of ‘Pageant’ 


New York, Nov. 7.— Hillman 
Periodicals, Inc., will run_ 1,000 | 
and 360-line advertisements in 64 
newspapers in 25 cities beginning 
Nov. 15, supplemented by spot an- 
nouncements over 50 radio stations 
in the same markets, to promote 
its new monthly pocketsize maga- 
zine, Pageant. 

More than $75,000 will be spent 
in the promotion, which is being 
placed through Erwin, Wasey & 
Co., New York. 

The initial press run of 500,000 | 
has been made possible through 
discontinuing several Hillman 
comic, detective and romance peri- 
odicals. The new magazine, which 
will be devoted entirely to original 
material except for a monthly 


| bestseller book digest, will carry 


no advertising and will sell for 25 
cents. First issue will appear 
Nov. 15. 


Robert F. Kendall and N. De 
Filippes, secretary and treasurer 


|respectively of Foreign Advertis- 


ing & Service Bureau, New York, 
with which they have been asso- 


|ciated for the past 17 years, have 


formed the Kendall & De Filippes, 
export advertising agency. Offices 
are in the Steinway Hall building, 


department to boys and girls, not once in a|New York. 


To Horton-Noyes 

Russell & Erwin Company, New 
Britain Conn., has placed its Russ- 
win builders’ hardware account 
with Horton-Noyes Company, 
Providence, R. I. 


LOOK IT UP in | 
the MARKET DATA BOOK! 


CONSUMER_MARKETS EDITION 
. 

* 
BUSINESS PUBLICATIONS EDITION 


|paper and radio spot announce- 
| ment test in Worcester and Hart- 
|ford, for De Luxe Dutch Proc 


_ media. 


Captioned “Now richet 
| flavor, the finest imported cocoas 
ever offered,’ the ad shows 


Stewart-Jordan Name 


| = . 


' 


A CHOICE BLEND OF FINE 
COCOAS “DUTCH-PROCESSED” 
Yours at less than 25+ the half pound 


@ ln creating Baker's De Luxe Cocoa, we've combined all 
skill and long experience in making fine quality products 

you « huxurious “Dutch Proonss” cocoa actually richer in 6 
than the foest imported cocoas ever offered. We've blended « 
‘cocvs beans, using old Holland's world famous “Dutching Proce 
Baker's De Luxe Cocoa is now at better food shops. Try it 
money back if you don't agree it's an improvement on any = 
you ever tried! You'll be glad you made sure to use Baker's! We. un 
Baker & Co., Ine., Dorchester, Mass. 
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DUTCH-PROCESSED—Following an ex. 

tensive newspaper and spot radio tes} 

Walter Baker & Co., is introducing its 

new De Luxe Dutch Proces cocoa via 
this ad in New York papers 


Baker's Cocoa 
Expands Drive 
on New Product 


Dorchester, Mass., Nov. 7 
Walter Baker & Co., subsidiary « 
General Foods Corporation, Ney 
York, after a comprehensive news- 


cocoa, is introducing the new prod- 
uct in the New York metropolita 
area and Connecticut via the sam 


Six hundred-line newspaper ad 
have appeared in the New Yor! 
World- Telegram, Sun and _ th 
Brooklyn Eagle, following an in- 
troductory ad in the Oct. 29 maga- 
zine section of the New Yor! 
Times. Also on the schedule are 
smaller size ads in This Week, the 
metropolitan issue of Parent’s and 
Gourmet. 


steaming cup of cocoa beside 
package of the product—“yours at 
less than 25c the half pound.” 

Radio promotion includes quar- 
ter-hour sponsorship of the 
times weekly ‘“‘Luncheon Concert” 
program on WQXR, New York 
participations on “Arthur God- 
frey”’ and ‘Margaret Arlen” on 
WABC, New York, and commer- 
cials on General Foods’ “When 
Girl Marries,” five times weekly 
serial on NBC. 

Benton & Bowles, New Y: 
the agency. 


F&S&R Appointed 
Domestic Sewing Machine Com- 
pany, Chicago, has appointed the 
Cleveland office of Fuller & 
& Ross, Inc., to direct its er- 
tising. The agency has also been 
appointed by Clark Brothers (om- 
pany, Olean, N. Y., a divis 
Dresser Industries, Bradfor 
effective Jan. 1. 


King Fifth Wheel Com} 
Philadelphia, manufacturer « 
wheels, flanges and rings, ! 
pointed Stewart-Jordan Co! 
Philadelphia, as its agency. 
will be used in trade public 


“MEET YOUR CONTRACT ’- 
BUILDER CUSTOMER’ 


the sensational descriptive book! 
the Building Market, Contains inf 

tion impartially presented that's e 
understood about the building th 

the talking is about. 


Send for a copy of this booklet 
off the press, or ask your advert 
agency about it. 
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French Decrees 
Clean Up Press 
and Advertising 


is, Oct. 14.—There is still a 
measure of uncertainty with 
egard to the implications of the 
recent decrees affecting the press 
and advertising in France, and 
m will have to be clarified and 
Oo} decisions amended as time 
soes on. Yet there is little doubt 
h the pattern which emerges 
ever now from the decisions taken 
is one of a cleaner press, relieved 
of its burden of near-monopolies 
hidden foreign influences, 
— which in the past left the door 
w/? ‘wide open to abuses of all sorts. 
The Agence Havas, for instance, 
1 supplied news to the ma- 
of the French press and 
ng its ma foreign papers, was influ- 
2 via MM enced by the advertising contracts 
placed or refused by foreign gov- 
ernments. The decree of Sept. 30 
now has the Agence Havas under 
strict government control, together 
with its numerous subsidiaries. 
One of the paramount influences 
on France’s advertising, the su- 
premacy of the Agence Havas was 
‘hallenged in 1920 by Etienne 
7 2 Damour, who founded the first real 
iry ¢ ervice agency in the country. It 


1944 


44 


Western Electric 
Marks 75th Year 


with Special Ads 


| New York, Nov. 7.—Western 
'Electric Company, in celebration 
of its 75th anniversary Nov. 18, 
regular national magazine 
month, while local newspaper ads 
on the anniversary will run in 
cities where W-E plants are lo- 
cated. 

Page ads, captioned “They have 
enriched your 
years—1869-1944,” are appearing 
in Collier’s, Life, Look and The 
Saturday Evening Post, with copy 
describing the founding of the 
company by Elisha Gray and Enos 
M. Barton, and the work Western 


has prepared special copy for the} 
and | 
business paper schedule this| 


life through 75) 


Electric is doing today to 


victory nearer. 


bring 


On or shortly after the anniver- | 


sary date, the company will sena 
to all employes a booklet telling 
the history of W-E and containing 
three special paintings marking 
|milestones in the development of 
the telephone. Nov. 18 will be the | 
date also for morale-building em- | 
ploye rallies at W-E plants, at| 
which the company will have ex-| 
hibits of some of its communica- | 
tions equipment, and will show | 
“Heritage for Victory,’ a motion 
picture stressing the war work 
}employes are accomplishing. 
Newell-Emmett Company, New | 
| York, is Western Electric’s agency. 


Ad Clubs Join AFA 


Advertising Federation of Amer- 
|ica has added the advertising clubs 
|of Baton Rouge, La., and Lynch- 


| 
| 


‘burg, Va., to its membership. 


Joins Interchemical Sales 


John Simonds, formerly account 
executive with McCann-Erickson, 
New York, has joined the sales 
promotion department of Inter-| 


| 


ton. 


_ publicity 
/18 hotels of Sheraton Hotels Cor- 
poration, a newly-created position. 
| His headquarters will be in Bos- 


51 


and promotion for the 


chemical Corporation, New York, 
to assist in the advertising and 


marketing program. 


Albrecht Joins WLW | 

Harry F. Albrecht, sales repre- 
sentative of Station WAAF, Chi-| 
cago, has joined the Chicago office 
of WLW as account executive. 
He replaces Herbert Flaig, who} 
heads WLW’s new sales office in| 
Atlanta. 


Directs Hotel Promotion 


| 
James P. Wilbur, account execu- | 
tive of Hart- Conway Company, | 
Rochester, N. Y., has been ap-| 


pointed director of advertising, 


Complete Coverage 
of one of the 
greatest 
post-war industries 


mam 1328 Bway, New York J 


became a model in France and 
others set up like it opened the 
way for branches of American 
agencies. This influence reduced 
the power of Agence Havas, al- 
prod- though it was still a formidable 
olita ibstacle to advertising progress | 
sam when the present war broke out. 


Capital Cut in Half 


The Agence Havas, taken over by 
the: Petain government in 1941, | 
had its share capital reduced by | 
half to 52 million francs. As the | 
lecree of Sept. 30, 1944, declares 
invalid all acts undertaken by the 
directorate of the Petain govern- 
ment—now all dismissed without | 
gad compensation — the directors ap-| 
pointed by the Minister of Infor- 
mation will have to untangle, | 
mong other problems, the finan- 
cal ial changes in 1941. 
dale It will also be the task of the 
new directors to refloat what is to 
survive of the advertising agency 
ection of Agence Havas as an 
ndependent operation, while ad- 
ministrators appointed to the 
ubsidiaries will clean up _ the 
numerous under-cover agencies, 
liquidating some and giving legiti- 
mate existence to others. 

Another innovation, brought 
é by the recent decree, is 
the obligation of newspapers and 
periodicals to reveal their circu- 

figures and to make public 

the advertising rates with no 
m- ontract to be accepted at any 
price. These are revolution- 
moves in French advertising. 

er- A net-sales bureau formed in 
was never very influential, 
the greatest amount of space being 

mn circulation figures with 

relation to facts. Rates were 

stic that space buyers kept 

ential rate cards alongside 

a the official ones. They were hardly 

; rable. 

y other changes are ex- 

¢ | to affect the press of France 

the direction of Pierre Henri 

¢ n, Minister of Information. 
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SION will SOOn he here’ 


New Study Helps 
Materials and Equipment Determine Building 
Market Potential for Immediate Post-War Period. 


Manufacturers of Building 


American Builder’s new study explains the conditions 
that will control the construction of 350,000 new homes 
the first post-war year, 500,000 the second year and 


750,000 the third year. 
whom these new homes 


It describes how, where and by 
will be built. 


WHAT “BUILDING IN IMMEDIATE POST-WAR YEARS” 
CONTAINS 


1 ‘The percentage of construction each type of builder will 


be responsible for (based on past records and on an 


analysis of impending conditions). 


Breakdown, population-wise, of the number of new 


Home and Commercial units to be built. 


Breakdown of those responsible for designing, plan- 


ning, specifying, constructing and buying in the various 


types of light-load construction. 


Analysis of the immediate post-war ratio of commercial 


building to new home building. 


List of 64 building 


materials and equipment and the 


quantities of each needed to construct 1,000,000 new 


homes (20 of them 


Review of building 


ately followed World War I, compared with the 


are listed in the next column). 


industry conditions that immedi- 


prospects 


I ! 


for the first years to follow World War II. 


post war. 


Prefabrication’s place in the building industry, now and 


How 1,600,000 New Homes will be built in 3 years 


Bath Tubs | 
Cast Iron 
Ceiling and Wall Fixtures 9 


Dimension Lumber 
All other Lumber 
Electrical Equipment (for) 


4,785 
5,082 
30 


Exterior and Interior Doors 13 
Finish Flooring 120 
Floor Furnaces (gas fired) 


Glass 
Insulation, Blanket Type 
Kitchen Cabinet Sets i 


Roofing Materials 12 
2I 
Special Siding Materials | 
Steel and Wrought Iron 

Wall Board, Gypsum, Insul. Bd. 


Wall Coverings ... 


Special Floor Coverings 


1,500 
166 


100,000 Builders and Contractors 


Homes! 


TOTAL ESTIMATED QUANTITIES OF 20 BASIC PRODUCTS 


Needed to Construct 1,000,000 Homes (64 Are 
Listed in the American Builder Study) 


80,000,000 sq. ft. 
1, 120,000,000 sq. ft. 


000,000 
Paint and Varnish 20,300,000 gallons 
Refrigerators (all types) . 1,000,000 


. .950,000 tons 


Will Have a Part in Building These 1,000,000 


,000,000 
940,000 tons 
,000,000 
,000,000 bd. ft. 
,000,000 bd. ft. 
,000,000 outlets 
,000,000 
,000,000 bd. ft. 
.432,000 


,000,000 squares 
,300,000 sq. yds. 
200,000 squares 


,000,000 sq. ft. 
000,000 sq. yds. 


of all Types 


Copies of this American Builder study are 


available at no cost 


to manufacturers of building materials and products, and to 


their advertising agencies. In the interest 
tion, we must limit distribution to those 


of paper conserva- 


directly concerned 


with the building industry, so please indicate your connection 
when you send for ‘Building in Immediate Post-War Years’’. 


American Builder, Research Department 5-B, 
105 W. Adams Street, Chicago 3, Illinois 


Residential 
Building in the Immediate Post-War Years’’. 


Please send my free copy of 


Position 
Company 
Street 


| 
| 
| 
| 
| 
| Name 
| 
| 
| 
| 
| 
‘ 


and Commercial 


WILDEE 


CHICAGO 3, ILLINOIS: 105 WEST 


MAN PUBLICATION _ iL 


ADAMS STREET 
NEW YORK 7, NEW YORK: 30 CHURCH STREET 
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Nash Signs Blue 
Show: First Net 
Series Since ‘38 


Detroit, Nov. 7.—Nash-Kelvina- 
tor Corporation, in preparation for 
postwar reconversion to produc- 
tion of Nash motor cars and Kel- 
vinator electric refrigeration prod- 
ucts, will launch a radio show 
Christmas Eve on the full Blue 
Network, the company’s first na- 
tional network program since 1938 


when it sponsored ‘Professor 
Quiz.” 

The musical variety program, to 
be heard Sunday, 4:30-5 p. m., 
EWT, will star the Andrews Sis- 
ters, who were selected, according 
to Donald S. Shaw, radio director 
of Geyer, Cornell & Newell, New 
York agency in charge, because 
their motion picture and record 
releases can be given merchandis- 
ing tie-ins by local Nash-Kelvina- 
tor dealers throughout the coun- 
try. 

Vic Schoen, musical conductor 


_and arranger for the Andrews Sis- 


ters, and George “Gabby” Hayes, 
comedian, have also been signed 
for the series, while a leading 


radio, stage or screen star will be | 


featured each week. 
Swank Changes MBS Show 


Miss Swank, Inc., New York 
ladies’ slip manufacturer, has 
shifted agencies from Hirshon- 


Garfield, Inc., to William H. Wein- 
traub & Co., New York, at the 
same time changing the format of 
“Relaxation in Music,” heard on 
Mutual Sunday, 9:45-10 p. m.,, 
EWT. Program now stars Jerry 


Advertising Age, November 13, 944 


Cooper, singer, and Nat Brusiloff’s | 


| orchestra. 


Gillette Extends Contract 


Gillette Safety Razor Company, | 
Boston, has extended its contract | 
for Friday evening fight broad- 
casts on MBS to Aug. 31, 1945, the 
original pact having been sched, | 
uled to expire May 25, 1945.| 


| Weekly fights are heard at 10 p. m. 


Agency is Maxon, Inc., New York. 
P&G Starts Two Shows 


Procter & Gamble Company 
launches two new network pro- 


What kind of man do men copy 


When slickumed smoothies were in flower 
and flaming youth set America’s styles, 
men’s wear models looked like this. 


Today, however, ad men pick models 
who look like on-the-ball business 
and professional men. 


pparel ad men switched models when they found 

L that J. Q. Citizen dresses like the men he admires 
rather than the men his daughter goggles at. For right down 
to the stripes on his socks, J. Q. models himself on the top 
men in his community—the well-off, well-thought-of busi- 
ness and professional leaders in his home town. These are 


the men other men see and copy day in and day out in towns 
and cities from coast to coast. 


em el 


Michigan .. 
pany, 
Company, Dayton, Ohio 


WHEY THE SEASON 
1 OW... 


‘ r nd 
1 THE LABEL IS ‘ye a 
“KNOX” 


- THE HAT IS RIGHT... 


Custom Edy Hats by kK \ () 


FOR MORE THAN A CENTURY THE MOST HONORED NAME IN HATS 


) 
@ 


{ 


GRANDEUR 495 


These are the kind of men you think of when you 
think of the readers of TIME. 

Fact is, TIME’s more than a million male readers are the 
employers of America—3 3,000,000 Americans work for them. 


Their buying power is tremendous—surveys show they earn 


almost twice as much money as average Americans, buy four 


times as many suits as the average American. 


They are the men who set America’s pace today—really 
launch the styles that “take hold.” If American men are to 
wear new kinds of clothes that are more fun to buy and 
wear, these are the people who must start the trend arolling. 


You can reach these leaders in the magazine they like best 


—in TIME.* 
n copy 


ie 
, other ” 


Pittsburgh, Pennsylvania . . . Rich's, Ine., 


“TIME is voted the first-choice magazine of men who are the best charge-account cus- 
tomers of America’s best department stores, such as: The J. L. Hudson Company, Detroit, 
. Hutzler Brothers Company. Baltimore, Maryland .. . Joseph Horne Com- 
Atlanta, Georgia . . 
. Thalbimer Brothers. Inc., Richmond, Virginia, 


. The Rike-Kumler 


Wiki 


STORE HOURS—OPEN DAILY 45 © $:45—WEDNESDATS, 12 NOOK 10 > 


here's a Keeds FREE Se 
to All U. S. Veterans . 


A COPY OF YOUR DISCHARGE PAPERS wii. 


REDUCED TO BILL-FOLD SIZE WITHOUT CHa 


Here's the actual size to fr 
your wallet. Its yours 


FREE’ 


Discharge Papers SAFE « 


Every ex-service man will want an exact phot 
Discharge Papers. Inquire here in this store for de 


to how to get yours FREE by courtesy of Jacot 


rar & 
1424 CHESTNUT ST., PHILA. 2 


PHILADELPHIA'S FINEST OUTFITTERS TO MEN & BOYS—FOR 120 vests 


FREE TO VETS—Jacob Reed's Sons, 
Philadelphia men's wear store, is offer. 
ing photostatic copies of discharge pa- 
pers reduced to billfold size free to 
U. S. veterans. Service was announced 
via this ad in Philadelphia papers. 


grams this month, both on Satur- 
day evenings. The first, to pro- 
mote Teel dentifrice, starts on the 
full NBC network Nov. 11, 8-8:30 
p.m., EWT, with old time music 
featured. The program fills the 
time Rudy Vallee occupied fo: 
Drene, his show being moved by 
P&G to Thursday 10-10:30 p.m 
EWT, on NBC Nov. 9 

The second P&G series will be- 
gin Nov. 25 on 74 CBS stations 
promoting Lava Soap, and 
will be heard following the Teel 
show, Saturday evening at 8:30 
p. m. Show will be titled “The 
FBI in Peace and War” from ma- 
terial based on the book by Fred 
Collins. P&G also sponsors “Truth 
or Consequences” on NBC in the 
same half-hour for Duz and will 
thus be competing against itself 
for listeners. 

Agency in charge of the tw 
new P&G shows is Biow Company, 
New York, while Compton Adcver- 
tising, New York, handles Duz. 


Conti Changes MBS Show 


Conti Products Corporation, 
New York, on Nov. 23 resumes on 
Mutual Broadcasting System for 
the fourth consecutive year 
“Treasure Hour of Song” for its 
soap and shampoo products. Pro- 
gram, starring Licia Albanese and 
Francesco Valentino, will be heard 
9:30-10 p. m., EWT, period cur- 
rently filled by the Conti sum- 
mer series, “Starlight Serenade.’ 
Agency is Bermingham, Cast!eman 
& Pierce, New York. 


Bond Bread Signs 


“Friendship Ranch,” weekly 
program featuring music o! te 
West and Latin America, started 
Oct. 28 on WEAF and KYW, NB‘ 
outlets in New York and Phi ide!- 
phia, under sponsorship of Geén- 
eral Baking Company, New °* 0rk, 
for Bond bread. Children, ‘rom 
ten to 16 years of age, wil sins 
and play the musical num ~ers 
with Tex Antoine as m.c. m- 
ents Company, Philadelphia, =‘ 
agency. 


Adds to ‘Breakfast Clu! 


Swift & Co., Chicago, s 
for more than four years 


|Monday through Saturday © 3 


9:45 a. m., EWT, portion 


\ 


Q 


For 
Progressi © 


eas 


ARCHITECTURAL fN\<N 
ead 


Pencil Poi 


The Magazine of Archi 
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PR Jetwork’s ‘Breakfast Club,” | a * and garbage disposal units, it was | 
3 :) Canadian stations Oct. 30 Housewives List | found, are considered of lesser ne- | 
t list of stations carrying that | . _cessity. | 
nt of the show, making a| Shortcomings of | Specific drawbacks which the 
)f 239, largest number of sta- | A li pesincwioherel = _ or im- | 
on any current network pro-| |provements made in postwar ap- 
5. Walter Thompson eo- Home PP lances |pliances, are pointed up in some | 
Chicago, is the agency. First) New York, Nov. 7—Vacuum| detail in the 16-page brochure, a| 
our of the show is non-com-| cleaners, among all electrical ap-| limited number of which are} 
al, 9-9:30 a. m., while Kel-| pliances, rank first in need of im-| available on request from inter-| 
Company, Battle Creek, Mich.,| provements, reports the trade |ested manufacturers. 
rs 9:45-10 a. m., Monday | development division of Crowell- | —_—_—__—— 
sh Friday, through Kenyon | Collier Publishing Company on the | Sporting Goods Survey 


ae 


As a matter of fact-- 


by Judge Drumwagon 


as “ ; 
& Fckhardt, New York. basis of a survey of about 1,500} Sh Bie Short Forearmed because forewarned” has been 
‘Saint? oni: Shenenenin housewives of more than average ows big shortages | modernized to “post | —— 
Saint on fer sane means, covering eight different A survey of the sports equipment | O post war p anning . Both 
© nerson Drug Company, Balti-| household appliances. In order of |market just completed by Sports | ° “49 : 
\ m through its recently-ap-|ranking, housewives indica ted| Age shows that retail dealers are | phrases simply mean that it’s wise to look 
pointed agency, McCann-Erickson,|need for improvements also in| short 1,723,000 baseballs, 1,421,152 | ahead 
Ne York, is discontinuing “El-| electric refrigerators, washing ma-| softballs, 3,000,000 golf balls and | ° 
ws lery Queen” Dec. 30 and on Jan. 6| chines, electric dishwashers, gar-| almost 500,000 tennis balls as com- | 
\ substitute “The Saint,’’ mys-| bage disposal units, electric iron-| pared with 1940 inventories, | * 
‘tery series by Leslie Charteris on|ing machines, electric irons, and|Shortages are also pronounced in 
99 NBC stations, Saturdays, 7:30- | electric toasters, fishing and hunting equipment, | 
8 p.m. EWT. Product is Bromo- Results of the survey indicated | with dealers in need of over a mil- y - 
Seltver, also promoted by Emerson|that the ‘“value-in-use” to the|lion rods and reels and thousands In the business of Advertising both the ad- 
on “Vox-Pop,” heard Mondays 8-| housewife, based on opinions as to/of rifles and shotguns. ¥ “ 3 
g:30 p. m., EWT, on CBS. what equipment is most needed| The survey covers 200 items of vertiser and the magazine publisher must 
Whitehall Pharmacal Company, | and appreciated, ranks electric re-|sports equipment. Prospects for : 
New York, newly-formed pharm- | frigerators first, with washing ma-| improvement in the situation are look ahead. Especially now when both are 
aceutical branch of American|chines, vacuum cleaners, electric | said to be poor, as the government A Z ‘ 
Home Products Corporation, will|irons and electric toasters follow-| demand for the armed forces is subject to paper rationing. 
ians sponsor “Ellery Queen” in Janu-|ing in that order. Electric iron-| still 90% of all sports equipment 
:; ary, through Ruthrauff & Ryan. ing machines, electric dishwashers, | manufactured. 
DONS ss 
Her. 5 * 
> pa- ¢ aetna hat i Daa 1 it hs ni nil — i eel Diaries * ; ] 
e to ‘ | 
a ~ 
mee Today, probably every magazine in the 
— | country has an accumulation of unfilled 7 
itur- Fass 
pro- : orders. But today it behooves the advertiser 
] e 
“8:30 | of consumer goods as well as the advertiser 
1USIC ‘ | . . . 
the spbunounces the | to industry to plan against the time of 
for ‘ ‘ 
d by plentiful paper and a paucity of orders. 
p.m . 
nett CY , | It is not too soon to look ahead. 
1 be- 
ations . 
and — 
“1 Lt. Col. Brooks Watson 
8:30 a a 
“The 
Mae U.S. Army To both types of advertisers the news- 
red 
Trut! 


uth weekly magazines, as a group, make a 
1 Brooks Watson returns to WMBD after two years in the strong appeal. For among their subscrib- rf 


armed services. » experience gained as Chief of the : 

i urmed services. All ae expel nee gained as C ' f ers and readers are the managers of busi- 
esi Radio Department, European Theater of Operations, Lon- : ; 

pan} ss : Sele ness and industry who, after 5 o’clock, are 

hay don, England, contributes to the organization of a better News tine idliliie taiail ho Ii “% ae 
uz ae e fami eads who live and have their 

Service over WMBD. Brooks’ return ushers in a new era of mony A 

Ww i P * ‘ ; 

sea News Service to rich, prosperous Peoriarea. cing in the houses that line the two sides 

es 00 | of Quality Street. 

n {for 


“NEWS about NEWS on WMBD | * 


yes Under Mr. Watson’s guidance, News facilities at WMBD | The hand-picked millions of men and 
Ban become second to none. Here is the present line-up of “News women who read such newsweeklies as The 
nan Service at WMBD: 


United States News, Time, Business Week, 


1. A full time PRESS ASSOCIATION (radio subsidiary of Asso- Newsweek. include the leaders of industry 
’ ’ 


ciated Press) wire. . ‘ 
A fell time UNITED PRESS wire. the encore in the professions, the leaders 
of the social and cultural life of America. 


i) 


BK 3. Eye-witness accounts of leading foreign correspondents from “on 
ie the spot” through Columbia Broadcasting System’s “The World 
rk, Today”. * 


ing 4. Special broadcasts from the Western Front through arrangements 
ers with the British Broadcasting Corporation. 


the AS A MATTER OF FACT, newsweekly 
, 'NCREASED DOMINATION of PEORIAREA readers are a market, rich in money, rich 


in influence, to whom the manufacturer of 


o* WMBD News Service and WMBD programs already com- giant turbines as well as the manufacturer 
the mand an average listening audience greater than the combined of jeweled watches must turn as naturally 
—_ audiences of all other stations that reach Peoriarea — Illinois’ as the leader of a flock turns towards the 
; leading market outside of Chicago. Brooks Watson’s wealth greener pastures. Look ahead and lay your 


of knowledge in news editing and presentation, plus the in- 


plans against the time when plentiful pulp 
creased news facilities, enhance WMBD domination of pros- 


: permits. — 
| perous Peoriarea. Ask for more WMBD facts. 
| 
Mi 
W WB 7) ; Judge Drumwagon’s column is sponsored | Bie 
g y . , r 
: and financed by The United States News. 


1A BROADCA STING COMPAN . 
PEORIA, ILLINOIS : 


NO. 6 
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Our Post War plan calls 
for intensive retail sales 
education plan. If you || 
have had experience in | 
this field working with 
department stores and 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
\% in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
‘ AUTHORIZED CHANNELS. 


men's clothing stores 


write Box 6002, Advertis- 
ing Age, 330 W. 42nd St., 
New York 18, N. Y. 


LAYOUT ARTISTS ........ a cate $3-$6,000 
M. L. BARNARD 
ADVERTISING DIRECTOR 
Castle, Barton & Associates 8 

220 S. State Street, Chicago 4 


EXPORT MGR.—So. Am. Exp. in Radio, Electronic or 


Washers. 


TOP FLIGHT JOBS 
Our clients need 


Music Field— 


top $35,000. ADV. DIRECTOR—Drug & Cos. Mfg. N. Y. Prop. & 

Ethical $20,000. MERCH.-MGR.—Heavy H. H. Elec. Appl. Under 45 

$20,000. SALES MGR.—Mfer. cons. merch. Know synd. chain dept. 

| store merch’g. Nat’l jobbers. Nat'l advg. Big ticket items. Age 40 to 

| 45. Salary $18,000. ADV. MGR.—(Same) $18,000. SALES MGR.— 

Bldg. Material field. Nat’l mfgr. $15,000. ADV. MGR.—Prop. Med. 

Adv. Mors. $4-$10,000 Mfg. Age 35 to 45. Sal. open to $15,000. ADV. MGR.—Pref. exp. radio 
: P field. Nat’l scope. Allied field OK. $10,000. ACCT. EXEC.—High grade 

Cosmetics or Chain Drugs exp. Age 35 to 42 $10,000. SALES MGR.—Natl. scope acqtd. jobbers 
Hardware or Machinery in notions, drugs & dry goods field. Sai. $10,000. BUYER—Ironers & 


$10,000. BUYER—Sewing Machines 


COPYWRITERS ...... : _” Must be experienced. 

. yo Pabeae PE 5 inca $10,000. MERCHANDISER—Oflice Equip. $7,500. MERCHANDISER 
PROD. MEN OR WOMEN to $6,000 —QO. B. Motors, Boats, Canvas Goods $7.500. ADVERTISING MGR. 
SCRIPT WRITERS ........ “ss s+ $3-$10,000 —Educat. films $7,500. SALES MGR.—Exper. in educational and 


text book field $5,200. 


PERSONNEL CONSULTANTS 


(Matching Men and Jobs) 
S. Michigan Ave., Chicago 3 Phone ANDover 3129 
Free booklet “How to Match Men and Jobs” sent on request. 


| Wichita 
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D 
OOMTOWN 
= Sewing 


When sewing societies move 


Hooperated, too... facts avail- 


—Cessna Photo 


into aircraft 


, plants — that’s Boomtown! Wichita is the 
Buy the prese ith ¢ ire ° ’ T : ° ° 
a? aie Senex an’ Gane nation’s No. 1 Boomtown — the first city in 
Richest Market - 


e United States in factory wage-earner em- 


ployment gains! Wichita is an aircraft center 
todav 
Southwest 


-with the only permanent plants in the 


here to stay! 
WICHITA 
CALL ANY PETRY OFFICE 


able at any Petry Office 


Advertising Age, November 13. 


HELP WANTED | 
ADVERTISING COPYWRITER 
Excellent opportunity with middle 
west advertising agency. Must be 
experienced on industrial and con- | 
sumer goods copy. Give experience 
and salary expected. Write. 

Box 5161, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. _ 


ADVERTISING & PUBLISHING 
ALL Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St. Har. 2063, Chicago 


Advertising man with catalog expe- 
rience for mid-west wholesale dis- | 
tributor of appliances, housewares 
and gen. merchandise. To take com- 
plete charge of catalog production 
in all its phases, incl. circulars, trade 
paper copy, sales correspondence, 
ete. A definite postwar job. Write 
stating experience and salary ex- 
pected to Continental Dist. Co,, 828 
N. 3rd St., Milwaukee, Wisconsin. | 


Program of leading manufacturer of | 
business systems, location Ohio, re- | 
quires immediately | 


DIRECT MAIL Advertising Manager: | 
experienced, capable, to organize 
staff; create, plan and direct impor- | 
tant activity in cooperation with | 
able associates. 
COPYWRITER: to work 
ciate in developing descriptive litera- 


with asso- | 


ture for sales and advertising pur- 
poses. Fine chance for able writer | 


| 
| 
to advance quickly. 


SALES PROMOTION: Young man as- 
sistant, with some experience, abil- 
ity to write, help organize work, fol- 
low thru on detail. Bright future 
offered. Write in confidence, com- 
plete information. Samples not 
wanted now. 

Box 5190, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ACCOUNT EXECUTIVE to join rec- 
ognized medium size Chicago Agency 
in a new business development ca- 
pacity. Must have Agency experi- 
ence, excellent references, good con- 
tacts and strong sales ability. Give 
complete information first letter. 
Our Executive Staff is familiar with 
this advertisement. All applications 
will be kept in stricest confidence. 
30x 5032, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Il. 

ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
WANTED: | 
Boy for production department with 


nationally known Motion Picture 
Trade Paper. Salary $25.00 a week 


to start. Pleasant surroundings. 
Box 5218, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXTRA MONEY—SPARE TIME 
We produce syndicated public rela- 
tions folders, direct mail pieces, 
newspaper ads, ete. Will pay crea- 
tive idea people well for ideas we 
ean use. For further details write 

THE BAKER ADV. AGENCY 
3302 Dodge St. Omaha 3, Neb. 
Opportunity for a Young Enthusi- 
ant as account executive in a fast 
growing Midwest agency. Here are 
the essential requirements; male, an 
enthusiastic worker with plenty of 
imagination, able to write sound 
sales copy, a working knowledge of 
sales promotion and merchandising. 
These are the advantages: opportu- 
nities galore, a substantial client 
list, exceptional living conditions in 
a moderate size city, $5,000 base 
salary, bonus, and no ceiling on the 
future. Give all details of experi- 
ence in first letter. Personal inter- 
view will be arranged in Chicago. 

30x 5173, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. | 
ARTIST, Get away from big town 
pressure in one of the finest medium 
size cities in middle west. Oppor- 
tunity to grow with young, aggres- 
Sive advertising organization. State 
salary desired and qualifications. 

Box 5179, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


In the land of 
mountains, of trout | 
and all year golf— 


Good 

ART | 
DIRECTOR 
NEEDED 


Why stay cooped up in Eastern cities 
when a permanent, well-paying job is 
waiting in the land where you can 
live as well as work? 

AAAA 
fast man as 
and Seattle 
Portland. 


Agency wants experienced. 
Art Director for Portland 
offices: would live in 
If he can do finishes, par- 


ticularly figures. ineome will be 
larger. Write Box 6006, Advertising 
Age. 330 W. 42nd St.. New York 18. 


or 100 E. Ohio St.. Chicago 11. imme- 
diately. as executive from agency will 
be in New York November 15 to 25: 
in Chicago November 13 and 26. 


144 
HELP WANTED 
THE ATLANTA JOURNAL (N 
Dixie) has an opening for ar 
in their advertising art dept 
J. A. Kirkland and tell him 
yourself. 


ARE YOU 
THIS COPY WRITE! ? 


Somewhere in the advertising busi: 
a talented young copy writer wi. js 
worried about his future. 

He seems stymied where he js. He 
wants to become connected with a | 


e, 
forward-looking agency where th: - 
portunities for a man like himself are 
practically unlimited. But it must be an 
agency noted for good copy — because 
this man is, above all, a craftsman, with 
a craftsman’s pride in good work 

If you are this man, there is o job 
waiting for you with one of the coun 


try’s foremost agencies. 


It is not a “war baby” job, not a case 
where you would be filling in temporarily 
until some soldier returns. We are !ook 
ing for a man who is mature in judgment 
but who still has a capacity for growth 
a man who will be even more valuable 
ten years from now than he is today 
a good team man who can fill big shoes 
end take them far. f 

When you write, please give your age, 
experience, past earnings, and special! 
ized interests. Include a few represen- 
tative samples of your work. It will help 
if you send along a photograph. Your 
letter will, of course, be treated in 
complete confidence. The members of our 
agency know about this advertisement. 


Box 6005, Advertising Age, 
330 W. 42nd St., New York 18, N. Y. 


PROMOTION MAN 
WANTED 


Established National maga- 
zine needs a good assistant 
Promotion Manager—a man 
who writes clearly and bril- 
liantly—one with good ideas 
that he will see through to 
completion. Good oppor- 
tunity — good salary — nice 
people to work with. 

Send facts on experience and 
proof of ability to 


Box 6004 
Advertising Age 
330 West 42nd Street 
New York 18, New York 


Creative Writer 
Wanted 


We have an diate opening in 
our shop for a man who (a) i a 
talented ad writer; (b) possesses © 
reasonable acquaintance with ‘he 


banking and 


investment business 
This is a permanent position, among 
associates, the w 
York office of a well establishes «¢- 


congenial in 
vertising agency serving a varie of 
financial and general accounts. °° 
interview, we 


fore an reques’ @ 


written summary of your per: >"0! 


salary range stated. Address °* 
6001, Advertising Age, 330 W id 
St., New York 18, N. Y. 


Wanted 
Advertising 
Copywriter 

with ability to plar 
Sales Promotion Mate 


To supplement staff of Wis ’ 
foremost producer of creative i 
tising. A secure postwar prof 
for top-flight man. Should be 
45 with successful record of p 
perience. Please give all de 
first letter. Box 6003, Adv ng 
Age, 100 E. Ohio St., Chicago 


and business history, with age °¢ 
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HELP WANTED | HELP WANTED POSITIONS WANTED | POSITIONS WANTED soe POSTTIONS WANT - 
PYVERTISING ARTIST — LAYOUT | OPPORTUNITY for Advertising and |] 4 pyvERTISING-PROMOTION execu- | Successtul industrial advertising | Young womin, good ady. agey. back- 
‘ specially desired, quick,| Sales Promotion Man with promi-|tiyvye broad, practical, big company | Space salesman seeks contact with ground, seeks connection media or 
nodern. Young growing or- | nent manufacturer of refrigeration experience in mail order promotion publisher wanting man familiar with prod dept Chicago ages or. pub, 
n located in medium size|and heating equipment in Chicago] anq merchandising. Some advertis- | States of Ohio, Michigan, Wisconsin | Thoroly famillar various forms 
rounded by_ woods, lakes, | area. General merchandising and in-| jing ageney experience. Now engaged | #@nd Indiana Control substantial | media—newspaper, magazine, trade 
— eee good place to live. dustrial background necessary. Or-|in sales analysis, market study, businesse with industrial manufac paper outdoor radio Good at fig- 
mie ilifications and salary. ganizing a bility essential. Write] jyadgets. promotion plans; supervise | turers Have large acquaintance ures tapid typist. Perreen as 
i180, ADVERTISING AGE fully. Correspondence and interviews | jayout, art, copy. Hard and soft lines| With advertising managers, agenci Box 5210, AD\ ERT ISING AGI: 
Ohio St., Chicago 11, | will be strictly confidential. : background. Energetic, capable or- | and executives 100 E. Ohio St., Chicago 11, Ill 
gris? good at modern layouts| ,Box 5227, ADVERTISING AGH | ganizer, sales and advertising Sox 5222, ADVERTISING AGE — — 
vs printing process and can | - > uo t., licago ’ _— minded. Seeking permanent position 100 EK. Ohio St., Chieago 11, I) ee MISCELLANEOUS : : 
>) opy material for printers,| COPYWRITER with agency experi-| with medium sized, expanding manu- : —t : HOUSE WANTED 
s knowledge of type and] ence on industrial and general work. | facturer or solid advertising agency ARTIST—desires position with man IN WINNETKA 
good color sense. Good| The man who qualifies will receive a| Gentile, protestant, 41 years. Prefer | ufacturer or adv. agency, 20 vrs. ex-| Are you moving or being trans- 
' th large sales organization, | fair starting salary and should have] Chicago area. perience—lettering, ad layouts, car ferred? Would like to rent your five 
is ‘ , background, salary re-| opportunity for worth-while prog- toons, sketches, et« Experienced in|or six room house or apartment 
is ts in confidential letter to| ress. Wm. B. Remington, Inc., 196 30x 5220, ADVERTISING AGE house organ design, art, layouts Rental about $100. 
| 230, ADVERTISING AGE Worthington Street, Springfield 3, 5 ‘ : a Box 5221, ADVERTISING AGE Walter Hopkins 
1 Ohio St., Chicago 11, Ill. Mass. 100 E. Ohio St., Chicago 11, Ill. 100 E, Ohio St., Chicago 11, Ill. | Del. 7553 or Win. 3813 
te oPpyY WRITER for progressive, fast 
ge i~ency, capable of present- 
— juct to market in sound, 
Op- style. Real opportunity for 
are t n. Write Box 5229, ADVER- 
ris] AGE, 100 EK. Ohio St., Chi- 
an lll., giving full details, age, 
1use f e, salary expected, etc. 
with poblicity-Publie Relations 
} spaper experience and Chi- 
tacts for well-rated public 
job { firm. Give age, experience, 
atin. ity, and salary expected. 
. 28, ADVERTISING AGE 
Ohio St., Chicago 11, Il. 
case mbination window trimmer-floor- 
rily vrade sports shop western 
al ELESTER M. HORTON Per- 
; ervice, 310 S. Michigan, Chi- 
ment », Il. 
wth ee , 
' CREATIVE WRITER 


ible FOR LEADING INDUSTRY 
r primary responsibility in this 


’ will be the creation and 
hoes lling of news and product and 
P st! stories for trade publica- 
s in the many fields to which 
age, thousands of products go. Es- 
cial etial requisites are a college edu- 
' r equivalent plus writing 
esen- ity and experience. Many con- 
help s here will be with scientists 
ree engineers, so technical training 
. experience will be helpful, 
d in gh not essential. We are a long- 
f our ig oat ogg ogg ee company, 
eer and leader in our field, now 
ment. ng war work, and with excellent 
prospects. Our home office 
mall New York State city. 
ition is néwly created on 
N.Y. br pl otional staff and is a good 
rtunity for you to take hold 
— loa responsible job. Please send 
personal and experience details. 
jox 5226, ADVERTISING AGE 
N 0 BE. Ohio St., Chicago 11, Tl. 
In the land of 
mountains, of trout 
and all year golf— 
a- GooD 
3 ART DIRECTOR 
ant : NEEDED 
y stay cooped up in Eastern cities 
an hen a permanent, well-paying jop 
ril- vaiting in the land where you 
live as well as work? 
eas AAA \gency wants experienced, 
man as Art Director for Port- 
to land Seattle offices; would live 
or- riland. If he can do finishes, 
b irly figures, income will be 


jice reer. Write Box 5225, ADVERTIS- 


: 330 W. 42nd St., New York 
N immediately, as executive 
and gency will be in New York 

ber 15 to 25; in Chicago No- 
fr 13 and 26. 


LAYOUT ARTIST 

Ohio agency has immediate 
eiing for versatile layout artist. 
nished art. Must be able to 


lact art accounts. Send samples 
i @ complete information in first 
X 5223, ADVERTISING AGE 
— 0 E. Ohio St., Chicago 11, Ill. 
a 
ay 


rN 3 M k N WKY Television Demonstration Caravan 
-° |Ivho want to grow Playing 18 Towns in WKY Service Area 


: 
h t 
iness bis solid 32-year old 4-A agency— } 
mong 4imoving, forward thinking—with | 
” NM enviable record of sound business . : | 
4. crease (no war babies)—offers you O November 11, WKY opened its tele- Fifty thousand persons attended this show | 
of A unusual opportunity to grow vision show in Ponca City, Oklahoma, in a six-day period. aes 
ao ng with it. e bf Bi ae nn oe : | ie. 
a Wenn: ay Seeeees: Sw Rane prayed Oklahoma is accustomed to WKY initi C | 2 
COPYWRITER AND IDEA MAN: 19 ‘the state. To these people out . ae 
ol A tepnetaliane: ty: aeaath date tenis Bee. 9 towns of the ? 2 - o these people . ating innovations in the radio field. WKY Me ll Yi 
id es ing account. Both industrial in the state, WKY will bring their first ; ; , ye oe. { 
on umer. Chemical background : was the first station in the state; in fact } 
~ | = S experience—helpful but glimpse of television through a demonstra- ; ; Pay eee | 
not \tial. General agency plus : ; ; ; ‘ the first station west of the Mississippi. y 
nd | | experience desirable. A tion unit which will do everything except j 
“s lenge and opportunity. : , ‘ WKY brought Oklahoma its first network 
A actually transmit and receive over the air. i 
= ns T EXECUTIVE AND COPY- ‘ programs and has kept out in front ever (> 


g job now—but one for a — A 
loping ‘‘comer’’. Fine op 6th War Loan. All these things have built a reputation 
for advancement. Work 
nder Vice President. 


For contest, elenaine, The tour is being conducted as WKY’s . ee / / 
7 ) sigs aneied aan te contribution toward the promotion of the since both in facilities and programming. / a 


Almost five years ago to the day. WKY and prestige for W KY in Oklahoma sur- 


MEY j 7 7 
~s CAL PRODUCTION MAN: sponsored a great television show in Okla passed by no other station. ‘Today, as for - 
knowledge of magazine I pie , 7 
} production, type, en homa City which still remains as the out the past 24 years, WKY is Oklahoma's 
electrotypes, required . 
standing event of its kind in the country. dominant station 
$ ; ite directto ourPresident, 


er, for an appointment. 


ICKy and COMPANY, Inc. Show Features Topflight Talent 


2nd Street, New York City Heading the cast of WKY's traveling tele- OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO 4 
ng 7 an vision demonstration is Roberta Hollywood, Alaa B iad diadaie ait” Semen The “attain eles & 
= ‘ z « »~ “Et, P Televis " with Sidney Mon 4 = : ; 

ant 9-1251 First Lady of Television,’’ with Si y oO P , F 
| ” , tague, famous Canadian Mountie, and WKY's KVOR Colorad< ices et KL2 Denver Affiliated Mgmt.) cy Fi 
_ own popular comedy team of Wylie and Gene. REPRESENTED NATIONALLY BY THE KATZ AGENCY INC 
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Falstaff Elects V. P.’s 


H. J. Colton, general sales man- 
ager of Falstaff Brewing Corpora- 
tion, St. Louis, and Louis J. Wal- 
ther, general superintendent and 
brewmaster, have been elected 
vice-presidents of the company. 
MacLean Paper Appoints 

J. T. Williams, Ontario repre- 
sentative of Engineering and Con- 
tract Record, MacLean publication, 
Toronto, has been appointed ad- 
vertising manager. 


ae) 
ROCK ISLAND- MOL jy¢ 
/ALLINOIS\. 
THE FARM MACHINERY 
CAPITAL OF AMERICA 
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la threat to future markets, 


post exchange organization esti- 


Stocks Won't Glut 


Regular Markets 


Plan to Avoid 
Dumping, Losses 
to Merchandisers 


| 

Washington, Nov. 9.— Officials | : 
‘of the Army post exchanges, the|told the Department of Commerce |chandise and unused equipment 
chain store system that carries an|recently that PX plans have been/not wanted by other agencies of 
|inventory of $31,000,000 worth of 
| toothpastes, 


cigarets and 


other 
personal necessities for the troops, 
are confident that when demobi- 
lization of the armed forces gets 
under way their stocks of brand- 
name goods can be reduced with- 
|out glutting the market. 
| A major consideration of mer- 
|chandising people who 
|/inventories of the armed forces as 
the 


visualize 


es sv inks = 


a 


mates on the basis of its selling 


Say Post Exchange :s":.5%s0c8 


the situation warrants. 

Since post exchanges are only a 
semi-official function of the Army, 
their surplus disposal plans do not 

|come under the Surplus Property 
| Act passed by Congress. Ordi- 
jnarily, consumer items such as 
|those the PX handles would be 
| turned over to the Treasury Pro- 
|curement Division, but under ex- 
jisting conditions it retains re- 
sponsibility for its own disposal 
| procedures. 


Quick Liquidation Possible 
Col. F. R. Kerr, chief of the PX, 


developed so that the entire pro- 
ject could, if necessary, be liqui- 
dated lock, stock and barrel with- 
in a short period of time. Of 
course this would not be necessary 
because demobilization will be a 
gradual process. 

Stocks of the PX are held to 
soldier necessities, Col. Kerr says, 
and inventories are closely con- 
trolled on the basis of experience. 
From its operations both in peace 


and war, PX knows that inven- 


= 


AMERICAN 
SOCIETY OF 


e e eis the Civil Engineer who, more than any other, lives 
on the job from initial survey to completion ceremony. 


He is the key man of all construction enterprises— boss 
and buyer and top authority—whose responsibility is 
recognized and whose word is final. 


If you would meet him under the most favorable aus- 
pices, cultivate his acquaintance professionally and 


socially through the advertising pages of the medium 
published by and for him—CIVIL ENGINEERING. 


There’s no better place to gain a man’s business friend- 
ship, win his confidence and share in the orders he places 


than in his own personal magazine. 


@ Statistics are boresome unless you have a particular re- 


quirement. We stand ready to furnish interesting facts 


about our 


New York 18, N. Y.— 33 W. 39th St. 
Chicago 6, Ill_— 205 W. Wacker Drive 


Los Angeles 13, Calif.— 832 


membership at work 


W. 5th St. 


Sell the Man RE 
Project throug... NEERING 


@ For Detailed 
Reference Data 


THE MARKET 
DATA BOOK 
Business 


Publications 
q Edition 


SPONSIBLE for the 
CIVIL 


CIVIL ENGINEERING 


PUBLISHED FOR AND BY THE AMERICAN SOCIETY OF CIVIL ENGINEERS 


Advertising Age, November 


tories turn 1.5 times a month, a| 


rate hardly equalled by retailers. 

Plans which PX has developed 
to control its release of surpluses 
call for three things: no dumping; 
no losses to venders, and no losses 
to the exchange. 

It is in the administration of 
such disposal plans that producers | 
of brand-name goods lodge their 
fears. If tremendous quantities of 
a particular product are offered to 
the highest bidder, for example, 
| production and selling plans of the 
|manufacturer could be badly up- 
set. 


Invoice Cost Asked 
Under the PX surplus plan, mer- 


| the government are offered first to 
the original vender at invoice cost, 
'exclusive of transportation. If he | 
| refuses to meet this price, his offer | 
|constitutes the opening bid in a 
| public auction. 

In asking invoice price, PX is 
somewhat more strict than Treas- 
ury Procurement, which has gen- 
|erally adopted a policy of negoti- | 
|ating with the original manufac- 
| turer in determining a fair rebate. 
|Less concerned with breaking 
jeven, Treasury operates under 
| policies framed by the government 
designed to protect the market 
and the manufacturer as well as 
the retailer. 

Ernest L. Olrich, chief of the 
Procurement Division, believes 
that the government must devote 
most of its attention to protecting 
markets in unloading surpluses. 
Repeatedly he has warned that the 
public must expect to lose money 
on surpluses, but he points out 
that it would be better to resell to 


people who can protect markets 
than to plunge the country into a| 
depression by upsetting the trade. | 

Surpluses Must Be Expendable | 

Defending this position, Mr. Ol-| 
rich said that if all the supplies | 
purchased for the war were de-| 
stroyed in battle, there would be} 
no complaints. For that reason, 
he says, surpluses must be consid- 
ered expendable in the interest of 
a stable economy. 


P equbre i nen 
Help Wake Peary in 


"Big Foctor in Wining War, Mediiiie Breiun al 
mont Cam Be Equally Vital to Workd nd Pros 4 
Here's What tt Can Mean te You P 


KEYED TO PEACE—For use on Vi 
Day plus one, this advertisement wy 
prepared for R. G. LeTournesu. Inc 
Peoria, Ill., and will run in loca! news 
papers. It emphasizes the bic pos, 
war market for Peoria-built machiner 


Ultimate liquidation of BF 
stocks will be through three dj 
tribution centers where the sy, 
tem now has warehouse T) 
three existing ones are at Pa 
Alto, Cal., Atlanta and Dall; 
Several others will eventually 
opened in metropolitan cent. 
throughout the country. 


Rubinstein Promotes 
Tone Facial Soap 


Tone Laboratories, Inc., a su 
sidiary of Helena Rubinstein, |] 
New York, has begun test adv 
tising in newspapers of seve 
markets for Tone facial soap, d 
scribed as half facial cream 
half soap, intended for use large! 
by teen-age youngsters. A spor 
goes with it for tackling su 
teen-age problems as pimples a Ic 
blackheads. 

A campaign for Tone in won an 


en’s magazines will start ear 
next year. The schedules ha 
not been announced. Advertisi 
House, Inc., New York, is 
agency. 
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a Shreveport Times Station 
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Gillette Signs CBS 


for Army-Navy Game 
Gillette Safety Razor Company, | 


' Boston, will sponsor a_ play-by- 


play description of the Army-Navy 


| football game Dec. 2 on 141 CBS} 


uis, Nov. 9.—Since March 
year, Lambert Pharmacal 

, has been adding stations 
ng its “Quiz of Two 
and is currently sponsor- 
,udience participation pro- 
n 19 stations in 21 large 
ommunities. Product pro- 
; Listerine toothpaste and 
f-hour show is presented | 
unday afternoons or week- 


enings. 


the various localities fol- | 
e similar format of quiz 
competing against each 
yr prizes. In three cases 


stations in the United States and 
two Hawaiian stations, beginning | 
at 1:45 p. m., EWT, and emanating 


| from Thompson Stadium, Annapo- | 


lis. The exclusive broadcast rights | 
to the event were signed by J. P. | 
Spang Jr., president of Gillette, 


|}and Capt. C. O. Humphries, U. S. | 
|N., director of athletics at the | 


Naval Academy. 
Because of the interest in the 
|game by servicemen and women, 


the broadcast to our armed forces | 
overseas. Ted Husing and Jimmy 
Dolan will be the reporters. 
Agency is Maxon, Inc., New York. 


there variance from the 


Hooper Reports 
Highest Sustained 
Listening Nov. 7 


New York, Nov. 9.—The use of 
j}radio sets for election evening, 
|7-10:30 p. m., EWT, shows a 
higher average sustained listening 
| than has previously been recorded 
at any time in the ten years C. E. 
| Hooper, Inc., has maintained coin- 
cidental measurements, the re- 
search organization reports. 

| The Hooper field staff, engaged 
in a routine check Nov. 7, wired 


|in a special election report on| 
station announcers serve) Gillette has arranged with Armed | sets-in-use per 100 homes sam- 
of the programs, but each | Forces Radio Service to shortwave | pled. From 7-8 p. m., 39.5% were 


listening; 8-9 p. m., 52.1%; 9-10 
p.m., 56.6%; 10-10: 30 p. m., 54.5%, 
|making an average for 7-10:30 
|p. m., of 50.3%. 


Hooper compares these ratings 
with those of D-Day, June 6, 1944, 
when the average was 37.5% for 
the 8-10 p. m. period, while on 
Dec. 7, 1941, the night following 
the Pearl Harbor attack, audiences 
reached a peak of 49.7% from 8-9 
p. m., and averaged 48.9% from 
7-10:30 p. m. 


G. C. F. Pix Appoints 

United Artists Corporation, New 
York, has appointed Buchanan & 
Co., New York, to handle the 
G. C. F. Pictures account. 


Two to Addressograph 
Addressograph-Multigraph Cor- 
poration, Cleveland, has appointed 
Guy W. Davis to make a survey 
of Latin American markets and 
D. C. Adams to manage its Cleve- 
land export department. Mr. 
Davis served as industrial engi- 


Multigraph’s 
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neer and merchandising counselor Booed en ees 
before joining the company. Mr. - bog aed S 
joi Addressograph- : 
division in 


BURTON 
BROWNE 


ADVERTISING 


CHICAGO 


* 


DEL.3800 


system of having two sta- 
two separate cities serve | 
; it in presenting the show. | 
Tiese are KMOX, St. Louis, which 
esents the quiz in conjunction 
xch week with a nearby town 
RLD, Dallas, where the program 
bnanates from a studio in Dallas | 
well as one in Ft. Worth, and | 
'TIC, Hartford, which operates 
sith a studio in Springfield, Mass. 
The remaining stations, oper- 
ying in period units, are WNAC- 
WEAN, Boston-Providence; | 
{BEN - WHAM, Buffalo - Roches- | 
te; WGAR-WJR, Cleveland-De- | 
toit; WHO- WOW, Des Moines- 
maha; KTRH-WWL, Houston- | 
ew Orleans; KHJ-KFRC, Los 
ingeles- San Francisco, KGW- 
(OMO, Portland - Seattle and 
WOR-WGN, New York-Chicago. 
Lambert & Feasley, New York, 
s the agency. 


lark, Emerson 
and Coca-Cola 
ancel Programs 


New York, Nov. 9.—Within the 
ext five weeks, three national 
ivertisers are canceling network 
ws, all Sunday programs, two 

n Mutual and one on CBS. After 
13-week sponsorship of ‘‘You Can’t 

e It With You,” radio adapta- 
of the Broadway play of the 
me name, Emerson Radio & 
onograph Corporation, New 
will discontinue the series 

v. 19. Emerson’s time, 5-5:30 

m., EWT, may be taken the end 
{f the month by Chesapeake & 

io Lines, Cleveland, but no defi- 
ite decision has been a | 

merson’s agency is William H. 
Yeintraub & Co., New York, while | 
&O is handled by Kenyon & Eck- | 
ardt, New York. 

D. L. Clark Company, Pitts- 
burgh candy manufacturer, will 
ease sponsorship Nov. 26 of John 

Anthony’s “Good Will Hour,” 
eard on 119 MBS stations, and 

WMCA, New York, Sunday, 
10-10:45 p. m., EWT. Reported | 
reason for this cancellation is the | 
ugar shortage. Agency is Walker | 
k Downing, Pittsburgh. 

Third Sunday show leaving the | 
Ar W s is “Pause that Refreshes | 
nthe Air,’ starring Andre Kos- | 
lanetz’ orchestra and heard on | 
f¢ fu. CBS network, 4:30-5 p. m., | 
EWT. The program is expected to 

off Dec. 10, after which Mr. 
ietz plans a second over- 
eas tertainment tour with his 
wate ly Pons. Agency is D’Arcy 
Adve ing Company, St. Louis. 


Concise! 


P ASTICS WORLD 


all important developments 
tics in a terse, non-technical 

preferred by busy indus- 
uyers of plastics, and the 
s industry, too. 


WAR IT WILL BE A 


BTICS WORLD 


PUBLISHING CO,IMC, 551 FIFTH AVE., 
NEW YORK 17, NY. 
TLtve ano ° tes amceies + Sah PRARCLICO 


What! 
a Visual network? 


Most media talk in terms of thousands or a few million as 
their monthly audience. 


EXPRESS POSTERS—the visual network —delivers 14 Billion 


exposures nationally each month. Only pedestrians are counted 
—your prize audience of America’s markets. 


EXPRESS POSTERS afford dominant national coverage, with 


one company handling all details. Space is still available both 
nationally and sectionally on the fleet of 14,100 trucks. 


For particulars on a program to fit your needs write to 


630 FIFTH AVENUE - 


DOUGLAS LEIGH - Poster Advertising 


NEW YORK 20, N. Y. 
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Margarine Drive 
Gets Under Way 
After Long Delay 


Association Finally 


Tees Off with a 
Budget of $100,000 


Chicago, Nov. 9.—Even though 
the projected new campaign of the 
National Association of Margarine 
Manufacturers, through Leo Bur- 
nett Company (AA, Nov. 6), will 
start out as a very modest effort, 
disclosure that the trade associa- 
tion has finally decided to proceed 


with industry promotion is consid- | 


ered significant here. 
Members of the association have 
tried unsuccessfully for several 


|years to develop a united front 
|among margarine producers and 
|to raise a substantial promotional 
fund, always without success. Now 
they have decided to go ahead 
| without the active support of two 
important factors in the field— 
Best Foods, Inc., producer of 
Nucoa, and Cudahy Packing Com- 
pany, another important producer. 

Cudahy has done little mar- 
|garine advertising, but Nucoa has 
| been extremely active advertising- 
wise, and three or four years ago 
carried the ball for the industry 
in a dramatic campaign built 
around the slogan, ‘‘Don’t tax the 
spread on the people’s_ bread.” 
Best Foods works with the asso- 
'ciation in professional contact and 
| legislative fields, but prefers to go 
|its own way in advertising, and 
|it is generally considered that the 
association’s inability to get Nucoa 
support for cooperative advertis- 
ing has held up the industry pro- 
motion during the past few years. 
Butter production is estimated at 
|1,159,000,000 pounds this year, 


with 874,000,000 pounds 
pounds per capita) available for 
civilians. Last year civilian sales 
were 12.5 pounds per capita. 


Includes 17 Members 


The association has 17 mem- 
bers, including Armour, Churn- 
gold, Durkee, Jelke, Kraft, Swift, 
Wilson and two subsidiaries of 
Standard Brands, and in addition 
to Best Foods and Cudahy, there 
are three small producers who are 
not members. Members represent 
85% of the industry’s tonnage, 
now frozen at 600,000,000 pounds, 
or 167% of 1940-41 output—about 
3.6 pounds per capita this year, 
and 3.3 pounds last year. 

Advertising plans for the asso- 
ciation have not been completed, 
but the Burnett agency hopes to 
present its ideas by the end of this 
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(11.9| will scarcely top one-fourth of | 


this. 
Promotion in the home econom- 


ray Breese Associates, New York, 
will undoubtedly be continued 
under Burnett, but general media 
will also be used, within the limits 
of the budgets. No one knows ex- 
actly how or where the money 
will be spent, but it is safe to 
predict that magazines will be 
used if space can be secured, and 
that the campaign will aim to pre- 
sent the basic facts about mar- 
garine, its purity, health values, 
etc., rather than to make imme- 
diate sales for the product. 


May Increase Ad Budgets 


Individual margarine manufac- 
turers now spend an estimated 


|favorable public support 
ics, medical and other fields, which | some of the restrictive leg: 4; 
has been carried on through Mur- | 


month, and get going. shortly |}$3,500,000 to advertise their 
thereafter. The advertising com-| brands, and are expected to con- 
mittee of the association, headed|tinue, perhaps with some _in- 
by J. E. Coombes of Jelke, hoped|creases. Sales are now running 
to raise an advertising nest egg of |more than 95% of the industry’s 


$400,000, but the initial budget | production quota, and the industry 


ec 


ur requirements are severe but 


The ROTARIAN meets them,” 


The advertising 
of J. C. Deagan, 
Inc., has been han- 
dled, since 1924, 
by Rogers, Gano 
& Bachrodt, Inc., 
Chicago. 
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“In selling carillons ranging in price from ten thousand dollars 


upward,” writes Mr. Deagan, “we must reach men of means 


... public-spirited men with the will to serve their 


communities and the money to carry out that will. We tried The 
Rotarian because we felt it met our requirements. We continue 
to advertise in its columns because the returns have justified 


our confidence. While engaged in war work today, we treas- 


returns as the seeds of tomorrow’s sales... sales 


that assure immediate jobs for returning veterans.” 


Jack C. Deagan is General Manager 
of J. C. Deagan, Inc., for more than 
half a century leaders in a unique 
field . . . the production of tubular 


bell carillons . . 


the dual duty of mceting heavy war 


. now charged with 


commitments and paving the way for 


job-creating postwar sales. 


Finding a market for $10,000 carillons is just one of 

the jobs which The Rotarian is doing for its advertisers 

...and doing it economically .. . for The Rotarian is 

read by 181,000 top ranking executives ...men who 

buy or influence buying for their businesses, their 
homes, and their community needs. 

lf you want further facts and figures, just mail 


the attached coupon .. . today. 


A THe Rotarian 


“To influence the influential” 
35 East Wacker Drive, Dept. 11, Chicago 1, Illinois 


Please send me your bulletin, ‘’The Uncovered Influ- 


qu ence Market.” 
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campaign will be pointed ' 
long-range problem of dev: 5pin, 


which keeps margarine sa} 
straitjacket can be lifted 
tually. 

This is a real problem. _. 
one recognizes better than Pay 
Truitt, one-time Sears R 
merchandising man and 
ment official, who is presid. 4 
National Association of Ma 
Manufacturers, with headg 
in Washington. The feders’ > 
ernment and all but one 
states have laws restrictins th, 
sale of margarine. The ‘ der,) 
law requires license fe, fo 
wholesalers and retailers handlin, 
the product, taxes all marvari; 
at % cent a pound, and arti/jcja)), 
colored ‘margarine at 10 nts 4 
pound. The state laws vary fron 
some approach to reasona eneg 
to practical prohibition. It is yjy. 
tually impossible to sell margarir: 
in Wisconsin, for example, and »: 
California, when a slab is 
in a restaurant, the waitre 
read a long paragraph from th 
state statutes to the bewildere 
customer. 

There is a bill before the Senat 
now which would eliminate som: 
of the margarine taxes, but n 
even the most optimistic mar. 
garine enthusiast has the slightes 
hope that it can be enacted, Var; 
ous margarine interests (not thy 
association) will probably ura 
passage of some more reasonabis 
legislation on the 43 state legis 
latures which meet next year, by 
here again hope of any immediat 
action is practically non-existen} 


Introduced to Many 


Margarine interests see two fa- 
vorable factors over the long term, 
however. One is that shortages of 
butter have caused many consum- 
ers to use margarine for the first 
time (in ordinary circumstances 
margarine’s market is confined al- 


most entirely to low-income fam- 
ilies who buy because of the price 
advantage). At the same time 


butter and fat shortages have 
resulted in more attention to mar- 


Are you 
looking for 
Profit Markets: 


There are 26 Profit Mar 
kets in Indiana that yo 


can and should begin cul 
tivating now. 


They are the importan 


Indiana markets ov'sidé 
of the metropolitan « ties 


How can they be cult 
vated? By your ady ortis 
ing in the column © 
the newspapers com ors 
ing the 


INDIANA LEAG £ 
| of 
HOME DAILIE 


For information phone o1 


SCHEERER & 
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BREAKFAST CELEBRANTS—Some 30 food editors of midwestern papers were 
guests of the whirlwind week sponsored by the Newspaper Representatives As- 
Among the group having breakfast at 
the Sherman Hotel are left to right: Mary Barber, home economist for the 
Kellogg Co.; Frances Dawson, St. Louis Post-Dispatch; Grace Hartley, Atlanta 
Journal; J. E. Sawyer Jr. of Sawyer-Ferguson-Walker Co.; J. Edward Coombes, 
director of advertising and market research, John F. Jelke Co.; Amy Vanderbilt, 
National Association of Margarine Manufacturers; Betty Prim, of the Jelke 
company; and R. K. Edmonds, Young & Rubicam. 


sociation of Chicago (AA, Nov. 6). 


_- 


arine on the part of home econo- 
nists, medical authorities and gov- 
anment officials, and its merits 
lave been more widely proclaimed 
han ever before. 

The other factor is even more 
jteresting. Dairy interests have 
ways kept margarine in the dog- 
ouse, and their political influence 
i extremely potent. Now, how- 
ever, there seems some likelihood 
taat the influence of the 2,600,000 
farmers who derive some of their 
ncome from dairy products may 
y overcome by the _ 1,600,000 
armers who get some income 
‘rom cottonseed oil (a major con- 
tituent of margarine), as well as 
y something near 100,000 farmers 


who raise soybeans in quantities, | 


and who also sell a_ substantial 
volume to margarine producers. 

Dairy interests insist that mar- 
garine is purely a su 
utter, and that its widespread use 
will reduce butter consumption; 
margarine men declare, 


| 


on the! ventors 


hoping that active appreciation of 
the product on the part of the 
consumer will ultimately tip the 
legislative scales. 


THOMAS MIDGLEY JR. 


Columbus, O., Nov. 7.—Thomas 
Midgley Jr., 55, inventor of ethyl 
gasoline and researcher in syn- 
thetic rubber, died at his home 
near here Nov. 2, after four years 
of invalidism as a result of an 
infantile paralysis attack. 

Mr. Midgley was vice-president 
of the Ethyl Corporation, New 


York, and Kinetic Chemicals, Inc., | 


a subsidiary of E. I. duPont de 
Nemours & Co., Wilmington, and 
for some time was associated in 
the organization of the General 
Motors Research Corporation. He 


JAMES D. BENEDICT 
Bethlehem, Conn., Nov. 7.—| 
James D. Benedict, 72, who re-| 
tired as advertising manager of | 
the Metropolitan Life Insurance 
Company in 1934, died Nov. 1 at} 
Waterbury Hospital, Waterbury, | 
Conn. 
Mr. Benedict had been asso- | 
ciated with a New York advertis- 
ing agency before being appointed 
advertising manager of the Met- 
ropolitan in 1925. 


J. C. MARTIN 


Atlanta, Nov. 7.—J. C. Martin, 
secretary of the W. R. C. Smith 
Publishing Company, died Oct. 31 
after a brief illness. He had been 
connected with the company for 
33 years and had served as busi- 
ness manager of Electrical South | 


for the past 22 years. 


HARRY F. O’MEALIA 

Jersey City, N. J., Nov. 7.— 
Harry F. O’Mealia, 60, president 
of O’Mealia Outdoor Advertising 
Company, Jersey City, and founder 
in 1928 of WHOM, died here Nov. 
4 in the Medical Center. Presi- 


dent of WHOM until 
O’Mealia was also president of | 


the New Jersey Outdoor Adver- | News. 


tising Association 1938 - 39, 


1939, Mr. | ronto, 


was president of the Outdoor Ad-/this position until 1937. 


vertising Association of America 
in 1931. 


a 'D. A. TYNION 


G. H. McELROY 


H. McElroy, former advertising | 
manager of the Cedar Falls Record | 
and who had joined the Navy, died | 
of a heart attack in the Alaskan | 
area, according to word received 
by his wife. A veteran of the first 
world war, he had been on a de- 
stroyer in the Pacific theater for 
seven months and had just been 
assigned to a shore base in the 
Alaskan area editing a base news- | 
paper. He served as advertising | 
manager of the Cedar Falls paper 
from 1927 to 1929. 


HARRIE C. PATERSON 


Detroit, Nov. 10.—Harrie C. Pat- | 
erson, advertising counsel of the} 
Detroit News since 1937 died Nov. | 
8 at the age of 79. Born in To-| 
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he came to Detroit in 1895 
an advertising solicitor on the 
He was appointed adver- 
and | tising manager in 1907 and held 


Syracuse, N. Y., Nov. 7.—David 
| A. Tynion, president of the Tynion 
Cedar Falls, Ia., Nov. 7.—George | advertising Company, died at his 
home here following a short ill- 
ness. 


For Authoritative 
Technical Articles — 


ARCHITECTURAL MEN 


psig Read . oe CS 


Pencil Points 


The Magazine of Architecture 


POOR PAPER SCUFFS 


bstitute for | Wa@S vice-president of Ohio State 


University Research Foundation, 
vice-chairman of the Nationai In- 
Council, and had been 


ther hand, that there is room for | president of the American Chemi- 
both in the economy—and they’re| cal Society. 


—r 


_- COVER-TO- COVER 


Home is not where you lay your head, but where 
you keep your heart. It's that intense home-market 
loyalty and interest that gives Ohio Select List 
papers a column-by-column readership that's a 
tremendous force for profitable sales. 


Make your next list include the Ohio Select List... 
48 up-to-the-moment grass-root dailies serving a 
retail sales market of a Billion Dollars. Help your 
local merchants in the local dailies that help them. 


Coverage 


of 


Ohio 


\lliance Review 
\shland Times-Gazette 
Ashtabula Star-Beacon 
thens Messenger 
ellefontaine Examiner 
ellevue Gazette 
owling Green Sentinel- 
Tribune 
cyrus Telegraph-Forum 
ambridge Jeffersonian 
hillicothe Gazette 
rcleville Herald 
onneaut News-Herald 
oshocton Tribune 
elaware Gazette 
ast Liverpool Review 
yria Chronicle Telegram 
ndlay Republican- 
-ourier 
storia Review-Times 
emont News-Messenger 
reneva Free Press 
amilton Journal-News 
onton Tribune 


OHIO SELECT LIST 


OF DAILY NEWSPAPERS 


JOHN W. CULLEN COMPANY 


enton News-Republican CHICAGO NEW YORK 
ancaster Eagle-Gazette 
ogan News CLEVELAND COLUMBUS 


Marietta Times 

Marion Star 

Martins Ferry Times- 
Leader 

Marysville Tribune 

Middletown Journal 

Mt. Vernon News 

Newark Advocate 

New Philadelphia Times 

Painesville Telegraph 

Piqua Call 

Portsmouth Times 

Ravenna-Kent Record 

Salem News 

Tiffin Advertiser-Tribune 

Troy News 

Uhrichsville Chronicle 

Urbana Citizen 

Van Wert Times-Bulletin 

Washington C. H. 
Record-Herald 

Wilmington News Journal 

Wooster Record 

Xenia Gazette 

Zanesville Times- 
Recorder & Signal 


Publishers Representative 
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EVERY TIME WE 
ERASE! 


Look for the 


HAMMERMILL 
WATERMARK 


when you select paper 


P- 


Be up-to-date on what 
papers are available. 
Send for this free book. 


’'M SORRY...ILL TYPE 
IT OVER...BUT THAT 


Companion papers for office use 
include Hammermill Mimeo-Bond 


neat. 


eo 


HAMMERMILL BOND does not scuff when erased. It 


takes retyping with scarcely a trace. 
doesn’t need to do over the whole letter to make it 
Because Hammermill Bond is good paper, it 
largely eliminates the waste of paper and time so often 
caused by poor paper. Hammermill Bond’s good per- 
formance is the result of 45 years’ experience in the 


producing of papers for business use. 


for your business contacts. 


You will find the Hammermill Manual of Paper Information a 
useful aid in meeting your paper needs. It lists all colors, weights, 
Hammermill papers available under 


grades, finishes, sizes of 


current restrictions. Just mail the coupon, 


c----------- 


x. 


l Hammermill Paper Co 
l Erie, Pa. 


and Hammermill!l Duplicator 


Please write or r attach t 


Your typist 


Its uniformity is safeguarded at every stage in its 
making by the toughest tests in the papermaking 
craft. You may be confident that letters on Hammer- 
mill Bond will represent your business with distinction 
i and dignity—and that is more important than ever 
these days when you must rely so largely on letters 


At 
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Ad 
Paul Block Names T . will be composed, Mr. Scheiber- . These posts are held by W jj, 
ext Slt ms ; hree le ion launches ling said, of “outstanding leaders Bureau Outlines A. Thomson and Frederick m 
Angeles wk or fae ee in the fields of advertising, jour- | inson. The sales staff wo. } }, rt 
s ‘ oc alis radi j i "eS. ¢ j 7 fain ig 
Associates, newspaper representa- ee ae pictures, and | strengthened in New Yor! m7 


tive, has been named Pacific Coast 
Manager. He will be succeeded 
by Ernest Mennell of the San 
Francisco branch. 

William J. Schmitt, vice-presi- 


The Legion also 
has appointed the Institute of Pub- | 
lic Relations, New York, as public 
relations counsel. John W. Darr, | 
executive vice-president of the in- 


Publicity Drive 
to Aid Veterans 


$1,000,000 Plan 


to Newspapers — 


cago and on the West Coast. )p 
third or $200,000 of the p: 
$600,000 budget increase w: 
for salaries of new employ: 


About $100,000 would be do. ote. 


i. omen ; stitute, will make recommenda- to enlarging the work of th. yo. 
aa —" woh ontop ea | tions at the Indianapolis meeting. search and promotion depar’ en; 
where he had previously headed | (Continued from Page 1) : vee Legion itself probably will (Continued from Page 1) of..which George Benne; 
Miock’s operations for 13 years, |tising continue to have the same run no paid advertising campaign. all newspapers — small, medium es oo This may = ay 

interest in veterans as it had in —_——— and large—because particularly in | @¢Verlsing at cata oe 
them as fighting men? Will busi- | Ogegr Mayer Appoints the postwar period the primary | P@PEeTs, specia’ promotions no- 


ness and industry continue to give 
| the same backing to postwar prob- Sanderson Ad Manager 

jlems that it has given to war prob- Dale Sanderson, who formerly 
| lems? _ |operated an advertising business 
|. To become the spokesman for|jn San Antonio, and prior to that 
|the 12,000,000 veterans of World | assistant advertising manager of 
| War II, as it has been for 25 years| Armour & Co., has joined Oscar | 


problem will be competition be- 
tween newspapers and competing 
media.” 

The committee in charge of the 
bureau would continue to consist 
of publishers, general managers or 
business managers, and will be the 


tion pictures and other medi. ang 
closer cooperation with the Ws- 


paper Advertising Executives Ac§ 


sociation and American Associa- 
tion of Newspaper Representatives 

The NAFEA, which already ha 
established a retail committee, wi] 


; > ; cad er " risk Gums A F 
\for about 1,000,000 of the 4,000,-|\Mayer & Co., Chicago, as adver-|80Verning body. A sales commit- a bea ely otha aon lien, Om 
|000 veterans of World War I, the | tising manager. tee is to be established “consisting of this ennanttee are Ji ge | ee 
| Legion is forming a national pub-| During his seven years of pack-|°f 12 able and experienced news- E ate * ' New Y. ple “ri wanes Waa, 
| lic relations committee, authorized | ing house experience Mr. Sander- paper advertising men, appointed Be “Jd. WwW "shin os eg Dor buy 
|at its annual convention in Chi-|<on was in char f advertising | PY the committee in charge.” ernard, Washington Post; J. Tay Y 

+ in S é On Was in charge Of advertising| “On the sales itt Ver- | Griscom, Nashville Banner na 
cago in September. jof the by-products division at nS Sases Son oe ee ie iene aeineesl Bost: A 
: 'Armour including sausages and|"0n Brooks, New York World-| 2° i ipay iene 
To Announce Committee Later | tig p ee aBes | Telegram; Chesser M. Campbell,|F: Murray, New Orleans <<“ 
4. canned meats. His duties at Mayer Ch ° T ib ae ’ Picayune; W. R. Robinson M p ai 
‘ ARS | This committee, to be announced | will include promotion of a com-| a ae Niet cay orgy <c Ble Digg = Evening Press; George G. Steele fo 

Complete plants in TORONTO - MONTREAL - WINNIPEG reer are Pare cic pearing — of sausages and canned |)i5m Eliyson Jr. Richensus News. | Philadelphia Evening Bulletin 7) 

;meeting in Indianapolis next week, | meats. |Leader and Times-Dispatch; C. A. Thomas J. Turner, Spokane 0! 

- |G. Kuipers, Burke, Kuipers & Ma- Spokesman-Review; Robert A e} 
honey, Chicago; Henry W. Manz, | Wolfe, Dayton News. ne 
Cincinnati Post, president of News- rm Retin vel 
paper Advertising Executives As- SI89-926,008 Dues Limits e 
sociation; Herbert W. Moloney,| The $1,000,000 -a- year budgeifm™P” 
Paul Block & Associates, New/would be raised through “ea actly 
York, president of the American| newspaper agreeing to pay, ea In 
Association of Newspaper Repre-| year for a minimum of three year: me® ! 
sentatives; W. G. Pfaffenberger,|a sum equal to 1% of its nation: cpal 
Los Angeles Times; C. E. Phillips,| advertising revenue after deduc- eet 
the Morning Star and Register-Re-|tion of advertising agency com- tule 
public, Rockford, I1l.; William E.|missions and cash discounts, and at 
Robinson, New York Herald Trib-|excluding supplements such ri 
une, and Joseph R. Scolaro, Os-| magazine, comic, book review, et tor 
born, Scolaro & Meeker Company. | sections. The annual dues for ar : ; 
; — |member shall not be less than ggpe’® 

Two Divisions Included $100 nor more than $20,000, . . The de 

The enlarged bureau would con-| plan shall become effective if ac- A 
sist of administrative and sales di- | cepted by a minimum of 80% of nM 
visions, with the bureau’s director |the present United States mem- 5° 
as head of the former and its sales | bership of the Bureau of Advertis-¥*" 
manager in charge of the latter. | ing, representing a minimum due ot 


- WORCESTER © 
UJ’ HOUSEWIVES 
Prefer Advertised Brands 


Y 


in Chattanooga 


center of TVA’s great power empire. 
WDOD, the CBS station for Chattanooga, is | 
proud of its | 


| aes a visiting Philadelphian tour- 


ing the top of Lookout Mountain turned to a 


proud of Lookout Mountain 
contribution to the wealth of this area. 


Chattanoogan and said: 


“If we had your Lookout Mountain as close 
to Philadelphia as you have it here, it would be 
worth one billion dollars to us.” 

We haven't attempted to assess the value of 
Lookout Mountain to the Chattanooga market, 
but we do know it is unique in the history of 


America. Soaring 1400 feet above the altitude of 


downtown Chattanooga, it provides a plateau of 
parks, an incorporated town, exquisitely beauti- Ss 
ful homes, a summer resort with breathtaking 
views across the surrounding valleys. 


It is truly a landmark in Southeastern United 


States, standing out in majestic grandeur as the 


HERE NATURE AND INDUSTRY JOIN HANDS 


—) Ul le 
_ HEART OF TVA’S” > 
GREAT POWER EMPIRE. 


eet 


Fact Finders Associates, Inc. discovered this strong preference ‘°F 
advertised brands in a survey just published, “The Post ¥ °° 
Buying Plans of Families in the Worcester Area,” made for ‘"e 
Telegram-Gazette. And in every 20th family in the en © 
Worcester area, as covered by the survey, 48.6% named news 
paper advertising their first choice over all other media, * 
most helpful in planning their buying. These are but tw« 
scores of facts now available about the Worcester Ma 
Have them all in your possession. Ask for a copy — today in 


Blanket coverage of this market is available with the Tele 
Gazette's circulation: over 130,000 Daily, over 80,000 Su 
City Zone Population: 235,125. City and Retail Trading 4 
440,770. 


Tac FELEGRAM-GAZET 


WORCESTER, MASSACHUSETTS © 
GEORGE F BooTn Publisher- 
BLOCK and ASSOCIATES, NATIONAL REPRESE 


OWNERS of RADIO STATION WTAG 
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Advertising Age, November 13, 1944 


A FIRST—A. Stein & Co., Chicago, is 
irst to promote an apparel item of 
his kind with book match advertising. 


“hrough Universal Match Corp., it is 

yuying space on millions of book 

natches to remind women smokers of 
its Perma-lift brassieres. 


f $750,000 per year, on or 


fore March 1, 1945.” 
The sales division will stress, 
other things, the “waste 


herent in radio network, maga- 
ne and other inflexible ‘national 
overage’ buys,” and will empha- 
sze “the ability of newspapers to 
mrallel advertising pressure ex- 
tly with sales opportunities.” 

In the brochure accompanying | 
the letter to newspapers, the prin- 
epal display consists of a gatefold 
kheet headed, “Too Much or Too | 

ttle”’ which asserts on one side 

at in 30 states accounting for | 

1% of the sales of “a leading | 
jtomobile” are 38% of the na-| 

radio homes, while in 19 
tates that have 71% of the sales | 

e only 62% of the radio homes. 
The other side makes the same 

mparison with four weekly | 
nagazines, asserting that 50% of | 

eir circulation is in 34 states 
counting for only 38% of the| 
ales of the “leading automobile,” 
while the 15 states accounting for 
2% of sales have only 50% of the 
nagazine sales. 

“We should go after this excess 
xpenditure’”’ in the states where | 
ther media provide too much 
verage in relation to sales, and 
‘newspapers should be added to | 
ring coverage up to par” in the 


th Dell Survey Shows 
Popular Brand Decline 


Modern Magazines’ ninth annual 
urvey of readers’ food buying 
= shows a rise in use of two- 
uras 
ducts studied. In 62% of the 
itegories, however, the most pop- 
r brand showed a decline in use 
le to wartime scarcity, forcing a 
eat amount of sampling of com- 
tive brands which might other- 
se not have been purchased. 
The survey, published by Dell 


lishing Company, New York, | 


‘to be released early in January. 


Philip Morris Plugs 
t) . 
Tobaccos in 1 Ad 
Philip Morris & Co., New York, 
varying its magazine campaign 
elation and Bond Street 
€ tubaecos with new four-color 
ge ertions in which both to- 
re featured. Formerly, the 
lucts were advertised sep- 


r 
} 


of 58 categories of food | 


ther states, the brochure says. 


is headed “Two fine pipe | 


with the bite out and the 


rday Evening Post. Biow 


New York, is’ the 
innvird to Needham 
\ 1 R. Kinnaird, for the 
years advertising and 


manager of the Ameri- 
Institute, Chicago, will 
iham, Louis & Brorby, 
as account executive 


-d Rejoins Freund 


. —e 
— 


'” and will appear monthly 
r’s, Life, Newsweek and | 


Willsted, assistant to the | 


if Hirshon-Garfield, Inc., 
‘, for the past six years, 
ed Morton Freund Ad- 
Agency, New York, as 
the men’s wear division. 


Treasury Wartime 
‘Reasonable’ Ad 
Edict on Way Out 


(Continued from Page 1) 
never has been complete agree- 


|ment on how much advertising a| 


war plant may do merely to main- 
tain good will of its ordinary cus- 
tomers. 


Morgenthau Announces Policy 

The problem arose early in the 
defense effort when many organi- 
zations found themselves engaged 
entirely in war work. Anxious to 
remind the public that they would 
eventually be back, they resorted 
to institutional and war theme 
copy. 


Soon the question arose whether | 


such advertising was a legitimate 
business expense. 
settled by a policy outlined by 
Secretary Morgenthau who 
all reasonable advertising on the 
basis of prewar activity would be 


It was partially | 


said | 


acceptable. The word reasonable 
left such gaps, however, that many 
| firms have felt it necessary to ask 
|approval of the Bureau before 
| undertaking important campaigns. 
With new production for civilian 
purposes in the offing, many firms 3 
| are wondering whether the prewar Beers of RCA Designs 
|ceiling mentioned in Secretary | New FM Receiver 
Morgenthau’s statement will apply | _ 
to sales copy for new products. | An entirely new system of fre- 
Officials agree that the prewar |@¥ency modulation reception dis- 
'yardstick will go out the window, | 4Ssociated completely from that 
and that all advertising which |4evised by Maj. Edwin H. Arm- 
demonstratively goes for sales|Strong has been designed by 
| purposes will be accepted by the | George L. Beers, staff engineer of 
Bureau. Advertising is one of the RCA Victor division of RCA, Cam- 
sales costs which the Bureau! @e: N. J. Mr. Beers read a paper 


able in view of prewar experience 
was a legitimate expense, he was 
in fact deciding that institutional 
advertising in moderation was not 
primarily intended as a means of 
dodging taxes. 


61 


on his device at the recent monthly 
meeting in New York of the Insti- 
tute of Radio Engineers. 


Mr. Beers explained the basic 
difference between his system 
and that of Maj. Armstrong’s 


was the width of the channel in 
which the signal is brought to the 
detecting part‘of the receiver. Mr. 
Beers’ channel is approximately 
15,000 cycles in width, thus elimi- 
nating extraneous noises before 
the stage of audibility. This com- 


pares with the Armstrong chan- 
nel of 75,000 cycles, which Mr. 
Beers contends eliminates those 


noises after they reach the stage 


lof audibility. 


recognizes in computing taxes. | 
Other sales costs, likewise, will be | 
accepted beyond prewar spending. | 

Basic rule in considering 
whether a sales or advertising ex- 
pense is a legitimate business ex-| 
pense will be whether it is for a| 
business purpose, or whether it is 
a means of avoiding taxes. When 
Secretary Morgenthau decided that 
|institutional advertising, reason- | 


ROSS is 
STEYV EN: 
Special Editions, sections, pages are sold solid 


arid soundly on an insured program. Free 
survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE 
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may 


THIRD 
NETWORK 


A 


DAYTIME 3.0 
EVENING 6.9 
All-time ave. 5.2 


All-time ave- 
y 


8.9) 


APpr 


FOURTH 
NETWORK 


DAYTIME 2.4 
EVENING 5.7 
All-time ave. 4.2 


TECEMBER 


—— 


HOUR AFTER HOUR... the year ‘round’ 
NBC HAS MOST OF THE LISTENERS 


*Pacific Coast Hooperating... yearly averages, June ’43 through May ’44 


; nee can make claims, but claims don’t mean 
much unless they can be backed up! When NBC 
claims to be “the network most people listen to 
most” it can prove that statement. Take a look at 
those figures above. There’s the proof that NBC is 
the Pacific Coast’s leading network all year’round. 


The Hooperatings show that more radios are 
tuned in to NBC programs ail the time than to those 
of any other network! It’s evident in daytime listen- 
ing averages...it’s obvious in the evening averages. 
Couple that with the fact that NBC also scores first 
in audience Hooperatings on Saturdays, Sundays 


WESTERN DIVISION 


HOLLYWOOD Sunset and Vine * SAN FRANCISCO Taylor and O'Farrell 


and weekday, too, and you have a winning medium. 


Its popularity is well-earned, for out of the 
western ether, via NBC, comes a great array of 
exceptional programs...tops in the fields of comedy, 
drama, music, variety and news presentation. NBC 
Western Division’s own Parade of Stars— programs 
broadcast exclusively to westcoast listeners—help 
to boost those Hooperatings out here in the west. 

- a 7 

The Hooperatings prove that western listeners 

know a good thing when they hear it...they also 


prove where to get the best radio buy in the west. 


of the NATIONAL 
BROADCASTING 
COMPANY, INC. 


A SERVICE OF THE RADIO 
CORPORATION OF AMERICA 
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Boston’s 
Only ALL-DAY 


Newspaper... 


...is the only Boston newspaper bringing 
its readers eye-witness reports from every 
trouble spot in the world today, from A-1 
correspondents such as these: Leland Stowe, 
Hl. K. Knickerbocker, A. T. Steele, Edgar 
Ansel Mowrer, Helen Kirkpatrick, George 
Weller, Paul Ghali, Nat A. Barrows, 
Richard Mowrer, Edward Morgan, 
Edward Angly, David M. Nichol, Victor 
Gordon Lennox, Frederick Kuh, Allen 
Haden, Hal O'Flaherty, Bb. J. McQuaid 


and others. 


* All comics, editorials, columns, cartoons and other features appear in A.M. GLoBE and in P.M. Grose. Result: 
Your advertising is read by two different but equally responsive groups — one in the morning; one in the evening 


... practically no duplication. 


The Boston Globe 


MORNING «© EVENING +« SUNDAY 
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bus 7K dea lead 


>4OTOGRAPHIC REVIEW 


OF THE WEEK 


sid be Se os ee 
 *HOME BUYERS EXHI 


SAVINGS BANK _ 
OF BROOKLYN 4 


FULTON ST.«e DE KALB AVE. 
Get off ot De Kolb Ave. stotion B: 


Sri 2 21 


sEWO FOR FREE BOOKLET 
Plan Your New Home Now” 


VITATION—Dime Savings Bank of Brooklyn is launching a campaign in the 

NT subway and elevated system with this invitation to the public to visit 

iome buyers’ exhibition of displays of more than 50 leading American manu- 

sturers. Latest materials in home construction, labor saving devices and 

coliances, as well as model homes and floor plans, will be on view. Copy has 
been prepared by Austin Advertising Agency, New York. 


~ 


BEST SY NICKEL CANDY THERE !2-zz/° 


R BETTER—FOR WORSE?—Members of the trade are herewith given a 
the original poster lovely (above) painted for a Paul F. Beich Co. 
cut ‘eter replaced by the modified version sans navel, and with a slight 
the already abbreviated skirt. The change was suggested by poster 
" operators, to whom both were submitted, and agreed to by Beich's 
agency, Kane Advertising, Bloomington, Ill. 


Mpse ¢ 


/SES—Freeman Gosden, "Amos" of the radio comedy team of "Amos 
ells a funny one at a luncheon NBC gave recently for the “black 
4 ponsored on NBC by Lever Brothers Co., Cambridge, Mass., for 
oe to right, Roy C. Witmer, NBC vice-president in charge of sales; 
John McKay, manager of the NBC press department; Charles 
y), and Frank E. Mullen, NBC vice-president and general manager. 


Kose Pore 


WALLACE 


THIRD-DIMENSION BEAUTY — Wal- 
lace Silversmiths, Wallingford, Conn., 
is expanding, its magazine advertising 
for 'Third-Dimension Beauty in Ster- 
ling," featuring Grand Baroque, Rose 
Point, Grand Colonial and other Wal- 
lace styles. Mood of luxury is en- 
hanced through use of mirrors in illus- 
trations. A comprehensive list of class 
and women's magazines is being used. 
Wesley Associates, New York, is the 


agency. 


x 


yp 
Pad. ...those big shells 


do more than hit the target!“ 


CRUCIBLE STEEL COMPANY of Americe 
eet Lhsmet on ye ae ee 0 kt 


TIMELY—This Crucible Steel Co. ad 
in the current Capper's Farmer has the 
additional value of timeliness since it 
reached subscribers the same week of 
the Philippine naval battle. Though 
not visible in this cut, the battleship 
is flying a Japanese flag. Wildrick & 
Miller, New York, is the agency. 


sheage So querer Lert Vrccrectay CeKerenile 


WARTIME SLEEPING—One of a series 
of four-color ads North Star Woolen 
Mill Co., Minneapolis, has scheduled 
for this fall and winter. The series 
pictures modes of living that most 
women are experiencing today, and 
is to run in national magazines and 
as a departure from former campaigns, 
in magazine sections of the New York 
Times and Chicago Daily News. 
Agency is BBDO, Minneapolis. 
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There's a wall LL lo Living Electrically with these 
/ t 


“Westinghouse Kleetric Home Appliances 


§ 


2 p> 
 ¢ a 


5 ag 


“i 


~ 


PRE-SELLING CONSUMERS—This page depicting postwar appliances’ is in- 
cluded in the new four-color folder which also illustrates each of the 22 types 
of prewar Westinghouse electric appliances. It is being packaged with each 
of the new irons the company is now manufacturing and is also being made 
available to retailers for promotion. 
: 1 
Send 


-~ 


fo the Wounded 


Over Here! 


C-MAIL IS CHEER MAIL... 
COOKIES, CAKES, CHOCOLATE 


Laele Sam's bows are well fed—mo matter 
where thes are, 
Bat convaleseent mens in hospital beds or 
wheel chairs, loag for homemade sweets. 
Send these homesick wounded a rend taste of 
hraotnre 
Cowkies, for instance, that take them back to 
liithe-bovhood ... that set them dreaming of 
eunny kitchens... Mom's Saturday baking». 
A Hite of your time will make a for of happs 
time for them. Nothing will be «o appreciated 

nothing can se well show ven appreciation 
of what they've done for vou 

ow. of comese, haw aokdiers ge for Cook - 

« ‘em! So he sure vour (-Mail 


tochudes a generous quantity of various kinds 


A man deese't have to be wounded to er 
Toll House Cookies, Bat if he 
whys 


whies containing » 


Send C. Mac ower Here 
. VMal Over There 


C-MAIL—Full-page color copy urging that C-Mail (cheer mail . . . cookies, 
cakes, chocolate) be sent to the wounded over here is being run in November 
issues of national magazines by Peter Cailler Kohler Swiss Chocolate Co., New 
York, maker of Nestle's Semi-Sweet chocolate. Black-and-white ads are appear- 
ing in six home economics magazines. The company, whose product is distrib- 
uted through Corliss, Lamont & Co., New York, has granted permission to use 
the ad to all food advertisers who can fit it into their programs. Cecil & 
Presbrey, New York, is the agency. 


TELEBOND TRAINING—The Blue Star Brigade of war bond salesmen for the 
forthcoming 6th War Loan drive watches Frederick W. Gehle, state chairman 
of the War Finance Committee, New York, tune in on a bond-selling training 
program televised on WABD, DuMont station in New York. Time for the tele- 
casts, five in all from Nov. 1-19, is donated by Lever Brothers Co., Cambridge, 
a pioneer telecaster. The receiver is one of 13 loaned and installed by DuMont 
for different Manhattan district headquarters. Lee Cooley, television director 
of Ruthrauff & Ryan, New York rroduces the teleca 
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READING fired his Genius...and = \ 


On the afternoon of 
June 2, 1875, Alexander 
Graham Bell and his 
assistant, Thomas A. Watson, were 
tinkering with their crude apparatus of wires 
and coils. Suddenly, something happened at 
Watson's end of the line. 


Bell rushed in, demanding: “What did you do then? 
Don’t touch anything! Let me see!” 

The lucky accident of a faulty spring, giving rise to 
a current of varying intensity, had provided the 
answer to the inventor’s dream! At that moment the 
telephone was born. 


Alexander Bell had always been obsessed with the 
idea of “sending the human voice along a wire.” For 
three generations his family had been voice specialists. 
Before he was 14, he was studying phonetics. 

From boyhood, he read omnivorously. In his grand- 
father’s library were rows of books on acoustics. In 
his Boston workshop were many books on electricity. 
He read them all. 

Thus, by reading, Bell’s genius was fired. Long before 


his great discovery, he acquired the knowledge and 


A milestone in human progress was the dramatic moment when Alexander Graham Bell found the secret 


the TELEPHONE was Born | 


vision which were to annihilate space and time for 
millions...were to add swiftly and immeasurably to the 
world’s capacity for productive work. 
7 d vy 
To Alexander Graham Bell, as to thousands of others who 
have left their mark on history, reading was a powerful 
inspiration to achievement. 


Knowledge is power, and reading is the richest, most 
fertile source of knowledge. When you read, you can set 
your own pace... go fast or slow . . . turn back and read 
again... start and stop as you please. Only through the un- 
hurried eye of the reader can ideas and information be absorbed 
fully, in detail. 


In The American Weekly is reading at its vivid, most varied 


Greatest 
Circulation 
4 | in the World 


the telephone ... freed millions from the limitations of time and spat 


A ft 
lartir 


best. All the color and stir of life are within these pages... nou 
love, sex and romance, tragedy and triumph . . . heartbreak e 
and laughter . . . the march of medicine and science . . . the wig 
power and beauty of art, literature, religion. 


So clear, accurate and interesting are the articles in Th: Hes 
American Weekly that they are used widely in the classroom: e 
of schools and colleges throughout the United States. in 


The American Weekly is distributed through 20 great Sunday the 
newspapers and read regularly in more than 7,750,00( 
homes from Coast to Coast. It is the constant companion ot! 
some 30,000,000 people... 

Can anyone doubt that the manufacturer who associates 


his product with such an influence is tying in with the most 
powerful known force in advertising ? 
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Hanna Bldg, Cleveland 15 + General 


) EIGHTH AVENUE, NEW YORK 19, N.Y 


+ Arcade Bldg, St. Lonis 1 + Hearst Bldg., Chuago6 + 101 Ma 4 Atlanta 
Bide., Detroit? » Edison Bldg., Los Ang 
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